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PREFACE 
In an economy characterized by its d:yna.mic na.iiure, there 
are many developments which have profound significance to distribution. 
One of the functions of the marketing executive is to determine these 
cl;langes and interpret them to the advantage of his organization. Fre-
quently, however, they are evolutionary in nature, and as the result 
of this gradual development, are oftentimes overlooked until their full 
:l.n:g;>act is felt. 
But to take full advantage of these developments, it is 
essential that they be perceived in their incipient phases in order 
that plans may be formulated which will enable the marketing executive 
to fully cope with the situation. The purpose of this study, therefore, 
is to present data. on a demographic development wliich is occuring, but 
which, to date, has received very little recognition. Although it is 
difficult to be more than suggestive concerning the needs of these 
consumers, it is the purpose of the writer to determine some of the 
basic factors to be taken into consideration in the determination of 
the most effective means of serving this market .. 
The sincere appreciation of the writer is due to the consum-
ers who cooperated in the study of their purchasing habits; the interest 
~reseed by those who re~onded in the surveys of manufacturers and 
retailers was also very beneficial throughout the period in which this 
study was written. 
The writer is also deeply indebted to wm. Filene's Son's 
Cong;>any, Federated Department Stores, Incorporated, and the American 
Merchandising COrporation for their willingness to cooperate and furnish 
a large part of the statistical data. 
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INTRODUCTION · 
In the decade following World War II, market ana.lysts 
repeatedly eng;>hasized the tremendous marketing opportunities which 
have been effected by the rise in the birth rate in the United States. 
However, very little attention has been given to the considerable nura.er-
ical increase in the market consisting of' those 65 years of' age and 
over. This ommission can partially be accounted for by the fact that 
these mature consumers do not constitute a newly created market, but 
' . 
rather one which has developed as the result of' the passage of' time. 
But, although its formation has been tranquil, the economic and socio-
logical consequences of' this development will become increasingly sig-
nif'icant. In the future years, marketing executives will be compelled 
to devote ·more attention to the distribution of' the goods and services 
demanded by these oldsters. T.he concept that the aged constitute pr;-
marily a DJ.arket for crutches and wheelchairs, will be recognized as fal-
lacious; and the opportunities offered by such a market will be exploi-
ted profitably by these companies that adapt their products to meet the 
needs of' these consumers. 
CURRENT IDEEARCH ON THE AGED 
Past "investigations on these older persons have been con-
centrated in the medical f'ield1 and the advances in the biological 
sciences and in medicine have been greater than those in the social 
sciences. This struggle against death is a logical one, and notable 
achievements have been attained. Geriatrics, a ~ecialized branch of' 
' . 
medical science, pertaining to the medical and physiological a~ects 
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of the aging process, has been established. In addition, in the social 
and biological sciences, Gerontology, scientific stu~ of the phenomena 
of old age1 has been receiving more recognition; and increasing emphasis 
is being directed toward the evolution of a changing philosophy qf,ag~ng1 
. . 
one Which will render greater community recognition for these persons. 
Marketing practitioners cannot change the social approach 
to this problem, but can assist in g~ining acceptance of this philosophy 
by constantly keeping abreast of tnese gerontological developments; and 
by adapting their advertising, selling and merchandising techniques to 
meet the needs of these older. consumers. Gerontolosis is the ter.m sig-
nifying the purchases of these older persons, and it is based on the 
Greek work "geron" meaning old man. S:i.m.ilarly 1 the Latin word is sen-
emptio. These words should become increasingly familiar to those in 
marketing. 
AGE LJMIT OF THE OLD AGE MARKET 
The task of defining the "old-age market" is difficult, for 
to este:blish any one age as the dividing line must be recognized as a 
matter of expediency, and it must be done -vlith a clear recognition of 
the l:i.m.itations therein. Moreover, it is particularly hazardous to 
state a general age limit which will be applicable to all fields. Thus, 
an individual may be too old to. engage in athletic activities, but not 
too old to instruct others in these ~orts. O:f'tentimes1 these age 
l:i.m.itations are established by society rather than by the individual. 
Another problem confronted in investigating the old-age market 
15 
-- -
pertains to the conception of the market as a unit, or as one which 
consists of individuals of varying degrees of age. A marketing prac-
titioner cannot 'View these consumers as a unitary grotq>1 bu.:b' rather 
must recognize that these individuals change as they pass the lower 
arbitrary age limitation. Needs and capacities of these persons change 
""' as they pass from 65 to 751 even though the changes are gradual. Further-
. . 
more, as one gerontological expert so aptly explained, n ••••• univer-
. 
sality of growth from development to mature perception must not obscure 
the fact that each i~dividual transverses these consecutive stages at 
his own rate of speed."* Thus 1 changes in age have a different signifi-
cance to different persons, and one individual may become very conserva-
tive in his attire at age 301 and another never accept conservatism in 
his clothing unt;il after he has attained the age of 75. 
Nevertheless, in order to analyze the quantitative develop-
ments of this market, it is necessary to establish some minimum age for 
this market. In this field of human relations, and it is about the only 
field in which any delimitation has been accomplished, the age of 65 
has been accepted. This is also the age established under the Federal 
Social Security Act 1 one that is frequently stipulated i.n retirement 
programs, and is the standard age for annuities. Further, the Bureau 
of the Census• demographic data are generally presented with 65 as one 
of the age limits. The author of this analysis has, therefore, also 
accepted the age of 65 as the lo~rer limit to be considered in this study. 
* 38, P• 3 
LIMITATION OF THill FIELD 
Considerable research has been undertaken concerning the 
sociological and anthropological as.peats of these older persons. There 
is considerable literature available on the formation of Golden Age Clubs, 
Old Fossil Clubs, eta., and on the community living of the aged. Phyaholo-
giaal studies pertaining to the changing philosophy of the persons have 
been made; and there is a growing amount of material on the most effea-
tive methods of educating these,persons1 including the types of material 
to be present~d. Also, in the field of industrial relations, several 
saien~~fiaally organized studies of the capabilities and limitations 
of these oldsters from the standpoint of e~loyment are available. New 
developments in the field of Geriatrics have been profuse. Although all 
of these facets of Gerontology are of considerable ~ort, it is aonsid- -
ered essential to limit this analysis to the specialized field of 
Gerontolosis, and to discuss developments in. these other fields only 
when they have s.peaifia marketing implications. 
ME:rHOD OF AN.ALYSIS 
Quantitative Data 
In order to ana:cyze the over-65 market in the proper perspec,.. 
tive, it was essential to gather demographic data pertaining to its 
quantitative as.pects. In this phase of the stutcy", statistical material 
was obtained from the Bureau of the Census, the Federal Reserve System, 
the Internal Revenue Service and other sources which present quantitative 
data on these persons {see bibliography) • 
Consumer Survey 
. 
A consumer stutcy", conducted by personal interview with a de-
17 
tailed questionnaire, was undel~aken in order to ascertain the con-
sumption of these older consumers, their attitudes concerning their 7c-
onomic future, and other significant factors. Although it is recognized 
tha~ the data secured in this study pertain primarily to the market in 
Which it was made, these data ~Y be considered as being reasonably 
representative for elderly people living in other urban areas because 
the city in which the study was made is frequently used as a test 
market by consumer goods manufacturers. The few national or local 
studies which have been made on some of the factors covered in this 
analysis will be referred to in order to point out the similarities and 
contrasts that may exist, and to substantiate the above assumption. 
Survey of Manufacturers 
One hundred fifty-five manufacturers, and other organizations 
which sold goods or services to consumers over 65 were contacted by a 
mail survey in order to determine their awareness of this growing 
market, and their efforts to adapt their products to meet the demands 
of these persons. In addition, these manufacturers were interrogated 
concerning their advertising and research as they pertained to these 
older consumers. 
Survey of Retailers 
In order to ascertain whether or not retailers have under-
taken any changes in their merchandising techniques or developed any 
~ecial services to appeal to these older people, sixty-seven retail 
organizations were questioned by mail. In addition, several department 
store buyers were interviewed concerning their experience with these 
consumers. 
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PRESENTATION FORM 
In Chapters I and II of this study, national demographic 
statistics pertaining to. the over-65 market are presented. In these are 
included data on the number, sex, marital status, household status, race, 
urban - rural distribution, education, employment and working-life span 
of these persons. In addition, because the economic characteristics 
of these consumers is of considerable marketing importance, quantitative 
income statistics are presented, as well as a detailed elaboration upon 
their various sources of income. Information is included on the employ-
ment status and working-life span, as well as data pertaining to preVT 
alence of these persons in the working forces of various industries. 
Further, statistics are presented on the net _worth, debt status, and 
savings of those over 65. 
Chapters III through VI present the results of the consumer 
survey as it pertains to the j?urchasing habits of these consumers and 
their use of foods, clothing, drugs, personal-care products and ap-
pliances, the~r health and leisure time activities. The attitudes 
of these consumers concerning their financial future 1 the fulfillment 
of their personal desire, and the effect of rising incomes upon the 
way in which they spend their incomes, are presented in Chapter VII. 
T.he results of the survey of a selected group of consumer 
goods manufacturers pertaining to their efforts to appeal to this 
market are presented in Chapter VIII. In addition, the advertising 
programs of these concerns are discussed in relation to the old-age mar-
{l( ket. Finally, in Chapter :or, data. are presented on the efforts of 
retailers_ to cater to the merchandise requirements of these older 
19 
consumers. It is recognized that the discussions of some of the phases 
of this sUbject are not co~rehensive, e~ecially in those instances 
where specific industries are concerned; but, if this analysis points 
u;p some of the possibilities presented by this market, it 'tdll have 
achieved its p~ose. 
20 
CHAPTER I 
THE MATURE POPULATION: SOME CHARAa:rERISTICS OF MA.RK:1!1rmG IMPORTANCE 
- -
Even though f'elr studies have been undertaken to determine 
the buying habits and needs of' those over 65, there are available other 
da.ta pertaining to the queJ.itative and quantitative aspects of' these 
persons which are invaluable to the development of a full com@rehension 
of the characteristics and com@lexities of this market. Data pertaining 
to the relative number of aged in the population, marital status, status 
of living habitat, geographic location, and em@loyment status have market-
ing significance. T.hey are presented in detail in this chapter. Econo-
mic and income da.ta which are of obvious ilqportance are elaborated upon 
in the chapter which follows. 
DEMOOBAPHIC OHARAG.rERISTICS 
Number of Aged 
One of' the most striking demo.graphic changes since 1900 has 
been the rapid increase in the number of persons over 65 years of age 
in the population of the United States. Although the total population 
has more than doubled in the period 1900 to 1955, the number of persons 
aged 65 and over has increased 355 per cent in the same interval. More-
over, there is a.m;ple evidence to indicate that the proportion of the 
older popula.~ion will continue to increase during the current decade. 
It may be noted f'rom T.able I that the number of' persons aged 65 and over 
expanded from 3.1 million in 1900 to 14.1 million in 1955, and that this 
number is anticipated to rise to 15.7 million in 1960, and again to a 
total of 20.7 million persons by 1975. 
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TABLE 1 
Actual and Estimated total population. The number of persons 
aged 65 and over, and percentage changes for selected years. United 
States, 1900 to 1975. (In Millions) 
Year 
2900 
1920 
:l94o 
1950 
1955 
1960-a 
1975-a 
Per Cent of 
Change 
1900 to 1950 
1900 to 1955 
1940 to 1950 
1950 to 1975-a 
Total 
76.o 
105·7 
132.6 
150.7 
165.2 
177.4 
213.5· 
98.0 
117.4 
14.5 
4o.7 
65 and Over 
3el 
4.9 
9.0 
12.3 
14.1 
15.7 
20.7 
297.0 
354.8 
36.7 
68.2 
-a. Projected, assuming the 1950 to 1953 fertility rates remain constant, 
to 1965, then decline linearly to the 1940 level by 1975• 
Source: 1900 to 1940: u.s. Department of Commerce, Historical 
Statistics of the United States, 1789-1945 (Washington, 
D.oC.: U.S. Government Printing Office, 1949), P• 25; 
1950: u.s. Bureau of the Census, u.s. Census of Pop-
ulation, P 11 u.s. Summary (Washington, D.C.: u.s. 
Government Printing Office, 1953), P• 91: 1955: u.s. 
Bureau of he Census, Current Population Reports, Pop-
ulation Es fmates Series P-25, No. 121 (Washington, D. 
vernment Printing Office, 1955) 1 p.6; 1960 
.s. Bureau of the Census 1 Current Population 
ulation E timates, Series, P-251 No.78 
, D.C.: u.s. Government Printing Office, 
5-6. 
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In the decade of the nineteen forties, the population group 
over 65 increased 37 per cent, and exceeded not only the national pop~ 
ulation rise of 14.5 per cent, but also the 16.7 per cent increase in 
the number of persons 45 to 65 years of age.* It is.estimated by the 
Bureau of· the Census that this trend will continue, and by 1975, there 
will be 68 per cent more older people than in 1950. In contrast, the 
remainder of the population is e~ected to increase by only 41 per cent 
~uring the same period. Although reliable projections of the population 
are difficult t~ prepare, these indicate a rapid expansion in the number 
of aged during the coming years. 
Causes of Shifts in the~ Pattern 
This increase in the number of persons over 65 years of age 
. 
cannot be attributed to any one factor, but rather to the interaction 
of a conq>lexi ty of factors. Among them, one of profound significance 
has been the decline in the birth rate to approximately 16.9 per 1,000 
families during the nineteen thirties. This diminution in the birth 
rate resulted in a decline of 1.9 per cent in the 10 to 14 age group, 
and a 11.7 per cent decline in the 15 to 19 age group during the nineteen 
forties. Hence, even though the population continued to expand, these 
age groups declined relative to the balance of the population. 
Although the birth rate subsequently ro!=le to approximately 
24 per 1,000 families during the post-war period, this could not affect 
the number in the teen-age group and, therefore, this population segment 
will continue to represent a hollow pocket in the age structure. Thus, 
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TABLE 2 
AVERAGE LIFE EXPECTANCY IN THE UNITED STATES 
- --
BY AGE, ~ANDRADE FOR SELECTED YEARS, 1900 TO 1951 
Average~ Ex,pectancy 
WHITE NON-WHITE 
~and Age 
Male Female Male Female 
At Birth: 
1900 48.2 51.1 32.5 35.0 
1940 62.8 67.3 52.3 55.0 
1949 65.9 71.5 58.6 62.9 
1951 66.6 72.6 59.4 63.7 
At Age 40: 
27.7 29.2 23.1 24.4 1900 
J.94o 30.0 33.2 25.2 27.3 
1949 30.9 35·3 27.2 30.4 
1951 31.4 36.1 27.7 30.6 
At Age 65: · 
1900 
194o 
1949 
1951 
At Age 70: 
1900 
194o 
1949 
1951 
Source: 
ll.5 12.2 10.4 11.4 
12.0 13.6 12.2 14.0 
12.4 14.6 13.1 15.5 
13.0 15.4 13.5 15.8 
9.0 9.6 8.3 9.6 
9.4 10.5 10.1 11.8 
9.8 11.3 11.8· 14 .. 4 
10.3 12.1 11.6 13.4 
i900 to 1949: Federal Security Agency, Public Health 
Service National Office of Vital Statistics, Vital Sta-
tistics of~ United States, .1949, Part l (WashiniEQn, 
D.c.: u.s. Government Printing Office, 1951), P. LVI: 
1951 u .• s. Department of Health, Education and Welfare, 
Public Health Service, National Office of Vital Statis-
tics, Vital Statistics -- ecial Reports National ~­
maries, Volume 38, No. 5 Washington, D.c.: u.s. Gov-
ernment Printing Office, 1954, PP• 98-99· 
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It is apparent that the under 10, and the 45 and over age groups, will 
continue to expand faster than the national average, but the population 
segment comprised of those, 10 to 19 years of age in 1950, will continue 
to maintain a less than average increase as it moves into the higher 
age groups with the passage of time. 
Increases in Longevity, and Ultimate ~ Span 
One of the effects attributable to the above factors has been 
a rise by 1951 in the average life expectancy of white males to 65.6 years, 
and for white females to 72.6 years Further, at the age of 65, it is 
estimated that the average white male can anticipate to live an average 
of 13 additional years, and the average white female 15.4 years (Table 2). 
Even though the average length of life in the United States 
rose to approximately 68 years in 1951 from 48 years at the turn of the 
TWentieth Century, it is evident from the da~a presented in Table 2 that 
a relatively insignificant increase of one year has been added to the 
life expectancy of white males 65 years of age and over during that 
period of time. 
H"owever, three years have been added to the life expectancy 
of white females; and three years to the life expectancy of non-white 
males, and four years for non-white females since approximately the 
turn of the century. For white males and females at the age of 70, the 
life expectancies were additional 10.3 years and 12.1 years, respectively. 
The life expectancies for non-whites were slightiy higher, but parallel 
the above changes. 
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Ultimate Life Span 
Although the average life expectancy has increased in 
recent years, and it is estimated that an additional four to five 
years will be added in the next ten years; there has not been any 
' 
' discernib~e increase in the ultimate life limit. ·Unfortunately, the 
distinction between the life expectancy, and the ultimate life limit 
is not :f'ull.y recognized; and it is oftentimes concluded that as a 
result of advances in medical science, not only will there be an 
increase in the number of octogenarians, but there will also be an 
increase in the ultimate life limit. The evidence is to the contrary. 
Carl. Weller, a leading author~ty ~n maturation, defines the ultimate 
life limit as "the average t:!Jne that the member of a species would 
liYe if they died from normal physiologic involution without disease"•* 
Life ex:Pectancy1 on the other hand, takes into consideration 
pathologic death, ~he result of disease, as well as the less common 
physiologic death· which removes the aged l-Then life's course is fully 
run.** Another authority on this subject, Iouis I. Dublin, has 
stated that "by some inexorable law 1 still to be discovered and clar-
ified, nature has allotted to man a life span of about 100 years •••••• 
11
and that it n • • • • should be possible to extend the average length of 
life to a maximum of about 75 years.*** 
It is apparent, therefore, that the ultimate life limit can-
not be extended by the efforts of medical science 1 and what is occurring 
is that many children whose lives -would not have been saved 50 years 
ago are living today only to die a few years later. This may be at-
tributed to the success being experienced in the development of tech-
niques for the prevention~ diagnosis and treatment of diseases such as 
small-pox, typhoid fever, etc., as well as the lowering of the incidence 
of death as the result of childbirth. 
Hence, it becomes apparent that concomitant with the increase 
in the average life expectancy 1 there will be an increase in the number 
of octo- and stPtuagenarians1 both relatively and absolutely, but that 
the ultimate life limit will tend to remain static. 
Sex 
On July 11 1955, there were approximately 14.1 million pers-
ons 65 years of age and over, of which 6.6 million wer~ men and 7•5 were 
women.* This relationship is a continuation of the decline in the pro-
portion of men to women which has been evident since 19001 but it was 
not until 1940 that the number of men was exceeded by that of women. 
This may be attributed to a relative decrease in the number of male 
immigrants since the turn of the century and to the relatively higher 
rate of mortality among men during their e~lier years. This trend may 
be expected to continue; and it is estimated that in 19601 there will 
be only 78 older men for every 100 ~men over 65 years of age. Addition-
al data on this characteristic of the aged population are presented in 
Table 2. 
* 114, p.6 
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Geographic Digpersion 
The geographic dispersion of' the aged in 1953 is presented 
in Table 3, and it may be observed that the states of' New York, Cali-
fornia and Pennsylvania were the states with the largest number of' the 
aged. However, these three states also ranked in tha.t order f'or the 
general population, therefore, it is more meaningf'ul to analyze the 
ratio of' the aged to the total population 'tdthin each of' the states. 
These data are presented in Table 3, and it ma.y be noted that in.l9531 
the ratio of' the aged to the total population varied from 5.1 per 100 
in New Mexico to 11.1 per 100 in New Hampshire. The states in which 
the aged were relatively more numerous were in the, West North Central 
and New England divisions; the ratio of aged to the total population 
exceeding 9 per cent. 
In contrast 1 the ratios in the South Atlantic and East 
South Central divisions were under 8 per cent. This disparity paral-
leled ·in inverse order the birth-rate ratio; that is, in those states 
with low birth rates, the ratios of' the aged to the total population 
tended to be higher, and in those states where the birth rate was high, 
the proport.ion of' the aged tended to be lower. Neu· England, and f'ive 
West North Central states were less than 25 per cent. In addition, in 
thirty-five states, the relative gro'tfth of the aged population was more 
than double the general population increase in each of these states. 
Thus, it is evident that the aged population e~anded sig-
nificantly during the period from 1940 to 1950; and that this increase 
was e~erienced throughout the United States, but in varying degrees in 
the individual s~ates. 
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TABLE l 
ESTIMATED POPUIATION ~ §2_ ~OVER1 PER ~ Q! POPUIATION 
PER CENT, OF CHANGES~ l94o, UNITED STATES, BY STATE, !22,l 
Geographic Division 
and State 
-
CONTINENTAL UNITED 
STATES 
New England: 
Main 
New Hampshire 
Vermont 
Massachusetts 
Rhode Island 
Connecticut 
Middle Atlantic: 
New York 
New Jersey 
Pennsylvania. 
East North Central: 
'ffiiiO 
Indiana 
Illinois 
Michigan 
Wisconsin 
"West North Central: 
Miiiiie sot a. 
Iowa 
Missouri 
North Dakota 
South Dakota 
Nebraska 
Kansas 
cont. 
Population ~ §2. ~ ~ 
Per Cent Per Cent 
Number of 
of Increase 
(Thousands) Population From 1940 
13,324 8.5 36·7 
94 10.4 16.5 
58 ll.l 18.8 
39 10.4 14.6 
513 10.6 27.0 
75 Q.6 29.7 
202 9.4 37.6 
1,392 9.2 36.5 
445 8.8 41.3 
954 9~0 30.9 
775 9·3 31.!} 
383 9·3 2ile3 
835 9·3 32.8 
523 7.6 39·5 
334 9·5 28.0 
291 9-5 26.7 
280 10.8 19.9 
433 10 .. 7 25.1 
51 8.2 22.4 
59 Q.l 24 .. 4 
141 10.5 23 .. 4 
205 10.4 23.6 
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TABLE l {cont.) 
Population Aged ~ ~ Over 
Geographic Division Per Cent Per Cent 
and State Number of 
of Increase 
(Thousands) Population From 1940 
South Atlantic: 
Delaware 28 7-9 28.0 
~ia.ryland 175 7-el 32.4 
District of Columbia 64 8.o 37·9 
Virginia 229 6.8 38.5 
North Carolina 2Wi- 6.o 43.9 
South Carolina 123 5·8 41.4 
Georgia 236 6.7 38.4 
Florida 271 8.3 81.0 
West Virginia . 140 7.2 37.2 
East South Central: 
Kentucky 239 8.3 24.1 
Tennessee 245 7.4 36.8 
Alabama 208 6.8 45.8 
Mississippi 154 7.1 32.5 
West South Central: 
A'rkansas 159 8.4 38.9 
Iouisana 193 6.8 48.6 
Oklahoma 205 9.2 33.8 Texas 577 7.1 47.8 
Mountain: 
Montana 57 9.4 4o.3 Idaho 48 8.o 37·3 Wyoming 21 7.1 44.6 Colorado 126 9.1 33-7 New Mexico 37 5.1 42.0 Arizona 51 5.6 85.1 Utah 47 6.4 40.4 Nevada 13 6.5 61.6 
cont. 
TABLE _l (concluded) 
Population ~ .§2. and ~ 
Per Cent 
Number 
Geographic Division 
and State (Thousands) 
of 
Population 
Per Cent 
of 
Increase 
From 1940 
-
Pacific: 
Washington 
Oregon 
California 
Source: 
23 
141 
973 
1953: Bureau of the Census, Current Population Reports, 
Population Estimates, Series P. 25 1 No. 106 (Washington, 
D.c.: u.s. Government Printing Office, 1954), p. 3; 1950: 
u.s. Bureau of the Census, 1950 Census of Population, Pre-
liminary Reports, Series PC-121 all states (Washington, D. 
c.: u.s. Government Print~ng Of:tiee, 1952.) 
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Factors Contributing ~ Varying Geographic Dispersion 
Several factors may be enumerated which account for this 
uneven pattern. The pronounced increases in the Pacific and South-
western states may be attributed to the em;plo:yment opportunities that 
were offered in those regions during the war. Not only did some of 
these aged migrate because of the increased job opportunities, but also 
~Y who were not seeking employment, desired to remain with their 
families, and came with them as they sought these new opportunities. 
Further.more1 the rapid rise of the aged in the Southern and 
Pacific states can be accounted for either by the desire of the aged to 
move to areas With more favorable climatic conditions for health reasons, 
or to benefit from the lower costs of living ~fuich were anticipated in 
the southern states. Many of the aged with limited incomes were par-
ticularly attracted by the lower cost of housing1 and the limited cost 
of heating that were typical in the southern area of the United States. 
It is significant to note that although the relative increase 
in "!!he aged population was particularly evident in the South1 this 
increment did not alter to a pronounced degree the ratio of aged to the 
total population in these states; the proportion being approximately 
7 per cent in 1940, and 1953 in all the southern states with the ex-
ception of Florida and Mississippi. 
Marital Status 
In the mature years there is a considerable divergence between 
the marital status of men and, women. In 19501 of those in the latter 
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TABLE 4 
MARITAL STA'IDS OF ~POPULATION ~ §2. AND OVER m ~ UNITED STATES 
BY ~ ~ SEX, 1950 
Per Cent of Total 
---
Age~ Sex Marital Status 
Total Single Married Widowed Divorced 
MALE 
65 to 69 years 100.0 8.7 74.0 15.0 2.3 
70 to 74 years 100.0 8.3 67.5 22.0 1.9 
75 to 79 years 100.0 8.1 59.0 31.4 1.5 80 to 84 years 100.0 7.4 48.2 43.3 1.1 
85 years and over 100.0 1·1 33.6 57·9 o.8 
FEMALE 
65 to 69 years 1oo.o 8.4 48.9 41.1 1.5 70 to 74 years 100.0 9.0 36.6 53·3 1.1 75 to 79 years 100.0 9.4 24.7 65.1 0.7 
8o to 84 years 100.0 9.4 14,.2 75.9 0.5 85 years and over 100.0 9·1 7.0 82.9 o.4 
Source: u.s. Bureau of the Census, u.s. Census of the Population: 
1950, Volume II, Charaeteristies of the Population, Part 1, 
u.s. Summary (Washington, D.c.: u.s. Government Printing 
Office, 1953) 1 P• 179. 
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half of their sixties, approximately 74 per cent of the men, but only 
49 per cent ~of the women were married. In contrast, 15 per cent of the 
men were widowed as com.pared with 41 per cent of the women. This var-
iance continues during their seventies and into their eighties, and it 
is not until after the age of 85 that the majority of men were widowed. 
In contrast 1 the majority of the women were widowed by the age of 75. 
MOre detailed data pertaining to this characteristic are presented in 
Table 4. 
Status of Living Habitat 
Although it is contrary to popular conception, relatively 
few of the aged reside in institutions. One may note from Table 5 that 
in 1950, 69 per cent of the oldsters continued to reside in their own 
homes, apartments, or other similar for.ms of dwellings. MOreover, de-
~ite their advancing age, 60 per cent of the men1 and 33 per cent of 
these women 1-rere residing in households other than their oun, as com-
pared to 17 per cent of the aged males. 
Because of infirmities, lack of financial resources, or as 
the result of other extenuating circumstances, 26 per cent of the aged 
resided in the households of their families or friends. An additional 
6 per cent of the aged resided in institutions, transient hotels, room-
ing houses, or some other form of quasi-household. Further data pertain-
ing to this characteristic of the aged are presented in Table 5. 
Urban-rural Distribution of ~ Aged 
The proportion of the aged who reside in rural areas is sim-
ilar to that of the general population, and this parallel trend has been 
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TABLE 2. 
PERCENTAGE DISTRIBUTION OF THE POPULATION AGED .§2_ AND OVER 
BY STATUS .Q! LIVING HABITAT AND §!!1 UNITED STATES 1 1950 
Per Cent of Tbtal 
---Status of Living Habitat and 
- - Tbtal Male Female Household Relationship 
TOTAL 100 100 100 
In households: 94 94 95 
Own Household 69 77 62 
Married and living with 
spouse 44 6o 30 
Living with relatives 
other than S,Pouse ll 8 13 
Living alone, or with 
14 non-relatives 9 19 
Not in own household: 26 17 33 
Living with relatives 21 13 28 
Living with non-relatives 4 4 4 
In Quasi-Households: 6- 6 6 
Total: 100 100 100 
In families (one or more 
relatives present) 76 80 71 
Not in families (no rel-
atives present) 24 '• 20 29 
Source: Estimated by the Social Security Administration from 
unpublished data of the Bureau of the Census 1 presented in Federal Sec~1rity Agency, Fact Book on Aging (Wash-
ington, D.c.: u.s. Government Printing office, 1952, 
P• 48. 
prevalent since the turn of the century. It may be observed from the 
data presented in Table 6 that since l910.the proportion of the aged 
residing in rural areas has declined from 57 per cent to approximately 
44 per cent in 1940. No accurate estimate of the proportion of aged 
residing in rural areas for 1950 can be made which is com;parable to 
the above because the definition of urban residence was changed in 1950 
to include unincorporated places of 2,500 inhabitants and all densely 
settled urban-fringed areas. However, after an adjustment is affected 
for this alteration, it is evident that about 39.5 per cent of the aged 
resided in rural areas ~n 1950, thus continuing the exodus from these 
areas that has been evident since the turn of the century.* 
Factors Affecting Urbanization of ~ Aged 
Since 1930, the number of persons over 65 who reside in 
urban centers has exceeded that of those residing in rural areas 
However, although the number of aged living in urban centers has 
almost doubled in the last twenty years, the relative proportion has 
tended to stabilize at approximately 56 per cent, paralleling the trend 
for the general population. Therefore, it is evident that the attrac-
tiveness of the urban centers has been equally appealing to the oldsters 
as vrell as for those of' lesser y~ars. 
In contrast, the age group comprised of those 45 years of 
age and over will continue to increase both relatively as well as ntt-
merically. This cannot be attributed solely to the fact that the 
* 119, P• 91 
TABLE 6 
PIACE OF RESIDENCE: PERCENTAGE DISTRIBUTION OF PERSONS~ .22_ ~ QY!!! 
URBAN AND RURAL, UNITED STATES 1 1910 TO 1950 
Year 
1910 
1920 
1930 
1940 
1950-a 
1950-b 
Percentage Distributiol.l 
Urban 
42.9 
47.4 
53·1 
56.2 
64.7 
60.5 
Rural 
57.1 
52.6 
46~9 
43.8 
35·3 
35.5} 
a- New Urban Definition. 
b- Old Urban Definition. The urban and rural population data for 
1950 are not directly coll'I,Parable with data for earlier periods 
because of the change by the u.s. Bureau of the Census in its 
definition of urban residence. Densely populated urban-fringe 
areas1 and unincorporated places of 21 500 inhabitants or more, 
are included in the 1950 urban data. 
Source: 19.10-1940: u.s. Bureau of the Census, Sixteenth Census of 
~United States; 1940 Population, Volume II, Characterist:' 
ics 2!:_ the Population (Washington, D.c.: u.s. Government 
Printing Office_, 1943), PP• 26-27; 1950: u .. s. Bureau of the 
Census, !&!. Census ~ Population1 1950, Volume II, Char-
acteristics of~ Population, Part 11 United States Sum-
mary (Washington, D.C.: u.s. Government Printing Office1 
1953), P• 91 
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population is expanding, rather, it is even more the consequence of 
the medical advances which have been made in recent years to overcome 
many of the effects of the degenerative diseases which accompany middle 
and old age, and other illnesses which formerly culminated in death. 
One of the primary effects of this progress has been an 
increment of eighteen years in man's life ~an in the last fifty years. 
Continued progress is anticipated in this area, and hence, it is logical 
to predict that relatively fewer persons will succumb in their earlier 
years to infections, diseases, and in child birth. 
Other factors of lesser significance which have contributed 
to the changing age structure, include, as mentioned before, the decline 
in the immigration of younger men and women as a result of the change 
in the immigration ]til.icy; and recent emphasis 'UJ.)On the admittance of 
displaced persons and refugees, 11ho, as a class, have been of middle 
age or older. Further, over 4251 000 lives were lost in World War II 
and the Korean conflict, and these consisted principally of younger 
men. 
On the positive side, the increase in the standards of living 
with a subsequent decline in the number of deaths attributed to poverty 
in the last twenty years; the greater financial security with a con-
comitant peace of lllind that accompanied the period of prosperity after 
the wa.r; and the increased establishment of the pension program; all 
have contri~uted to the increase in the number of aged. 
Education: 
The level of formal education completed by the aged is not 
as high as that for the younger groups in the population. The median 
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TABLE 1 
PERCENTAGE DISTRIBUTION OF THE POPUlATION BY YEARS OF 
SCHOOL COMPLETED BY AGE: UNITED STATES, 1950 
Per Cent 2f. Total and Age 
Year of School 
Con:wleted ~and Over §.2. and Over 
TOTAL 100 100 
None: 
Elementary School: 3 7 
Less than 5 years 8 
. 15 
5 and 6 years 9 14 
7 and 8 years 27 34 
High School: 
1 to 3 years 17 10 
4 yeal"s 20 10 
College: 
l to 3 years 7 4 
4 or more 6 3 
Not Reported 2 3 
Median School Years 
Conwleted 9.3 8.2 
Source: u.s. Bureau of the Census, u.s. Census 2f. Population: 
1950, Volume II1 Characteristics of~ Population, 
Part 11 .United States SUlllillB.l"Y (Washington, D.C.: u.s. 
Government Printing Office, 1953), :P:P• 96, 236. 
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level of schooling completed by the elderly person in 1950 was 8.2 as 
compared to 9·3 years for the population 25 years of age and over. * 
That a formal education was not considered to have been essential when 
these people were of school age is evidenced by the fact that 7 per cent 
of the aged :received no education, and that an additional 15 per cent 
completed no more than five years. Further., only 10 per cent of those 
65 years of age and over 1 graduated from high school, and only 3 per 
cent from col~ege. 
In contrast., 20 per cent .of the population 25 years of age 
and over, had graduated from high school, and an additional 6 per cent 
graduated from college, thus suggesting an increasing emphasis upon 
the growing importance of education. 
Thus, in fUture years, it is logical to assume that the med-
ian level of education of the aged will be higher. That this change 
will be gradua;t is indicated by the fact that in 19401 the median ed-
ucational level completed by the aged was 8.1 years. Further data on 
this factor are presentad in Table 7• 
Cause Qf Death Among the Aged 
In Table 8, data pertaining to the major causes of death 
among the aged are presented. Although this information is only of 
indirect importance to marketing, it is included in this analysis because 
it is apparent that as medical science a.evelopes techniques for mini-
mizing the effects of chronic diseases, the number of aged who other-
wise would succumb to the ravages of these illnesses will continue 'liv-
ing ana. hence constitute a growing market. 
* 117, P·5 
40 
TABLE 8 
==-
.....;NU.MB==;.;;ER= gm, FERCENTAGE DISTRIBUTION ,9! DEA.THS FRCM SELECTED CAUSES 
!.Q!! ~ POPUIATION AGED .§2_ ~ OVER 1 UNITED STATES 1 1954 
Cause of Death 
ALL CAUSES • • • e • 
Diseases of the Heart • • Vascular Lesions, Affecting 
the Central Nervous System. 
Malignant Neoplasms 1 Including 
Neoplasms of LYID:Phatic and 
Hematopoietic Tissues • • 
General Arteriosclerosis • Accidents: • • • • • Motor Vehicle 
• • • All other • .. • • All other Causes - Residual • 
• 
• 
• 
• 
• 
• 
• 
• 
• 
Population §2. and ~ 
Number 
817,120 
373,150 
124,720 
123,320 
28,930 
25,430 
5,790 
19,640 
141,570 
Per Cent of 
Total 
100.00 
45.67 
15.27 
15.09 
3.54 
3.11 
.70 
2.40 
17.32 
Source: u.s. Department of Health, Education and Welfare, 
Public Health Service, National Office of Vital Statistics, 
Monthly Vital Statistics Report, Volume 3, No. 13 (Washing-
ton, D.c.: u.s. Government Printing Office, 1955) 1 p.l6 
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Further more, institutional advertising will undoubtedly 
take on an increasing iD:g;lorte.nce in the education of the aged in the 
elementary diagnosis of these diseases and the effectiveness of iden-
tifying them in their early stages of development. 
In 19541 diseases of the heart "\rere the primary causes of 
death among the aged. Cancer and cerebral hemorrhages were the second 
and third major causes of death among the aged, and medical efforts 
toward the eradication of these chronic diseases has been intensified 
in recent years. That the ag~d are e~ecially vulnerable to accidents 
is indicated, by the prominence of this factor as it constituted the 
fifth major cause of death among the aged. 
Working-~~ 
Even though the a.formentioned medical progress has been 
instrumental in effecting a sUbstantial increase in the average total 
longevity of the population, as has been previously noted, this has 
not been accompanied by a. corre~onding increase in the longevity of 
the population after the age of sixty has been attained. Thus far 1 
only one year has been added to the average life expectancy of the 
septuagenarian. Yet 1 one might assume that these medical advances 
had enabled these people along in years to con inue to earn their own 
livelihood_, even though their total longevity may not have been'sig-
nificantly increased. Such, however, has not een the case; actually, 
there has been a more than proportionate decli e in the average number 
of years that they could expect to ~end in th labor force after they 
have reached the age of 6o. 
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TABLE 2, 
AVERAGE NUMBER OF REMAINING YEARS OF LIFE, IN LABOR FORCE, ~IN 
RET!Rm'4ENT: WHITE MALES 1 19001 l94o: TOTAL MALES 1 19401 1947 B!_ 
Tim UNITED STATES 
Average Number .£!:.Years of Life Remaining. 
Year ~ Race 
Total In Labor Force In Retirement 
-
At Age 60 
'White Males: 
1900-a 14.3 11.5 2.8 
1940 15.1 9.2 5·9 
Total Males: 
1940 15.1 9.2 5·9 
1947 15.3 9.7 5.6 
1975-b 16.8 1·9 8.9 
1975-c 16.8 10.5 6.3 
!! Age .§2. 
Total Males:. 
1940 12.2 6.8 5.4 
1947 12.4 7.0 5.4 
At Age 70 
Total Males: 
1940 9.6 5.6 4.0 
1947 9.9 5.9 4.0 
a- Mortality data based on records of eleven original death registra-
tion states, for white males only. 
b- Assumes continued decline in labor force participation rates for 
men 55 years and over, based on 1920 to 1940 trends. 
c- Assumes labor force participation rates based on 1947 levels. 
Source: u.s. Department of Labor, Bureau of Labor Statistics, Tables 
of Working Life, Length of Working Life :f'or Men, Bulletin 1001 
(Washington, D.C.: u.s. Government Printing Office, 1950) 1 PP• 341 42. 
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In 1900, the average white worker, aged 6o,. could anticipate 
e.n additional longevity of 14.3 years; that he would be employed ll.5 
of these years, and that the remaining 2.8 years would be spent in re-
tirement. By 19471 the work-life expectancy for all males had declined 
to 9· 7 years; and this, coupled with the one-year rise in life e:x;pec-
tancy~ effected a 100 per cent increase in the time to be ~ent in re-
tirement, to 5.6 years. Furthermore, it is estimated that by 19751 the 
average 60-year-old male will look forward to from 6.3 to 8.9 years in 
1•etirement1 with probability that the latter estimate is the more ac-
curate. 
As may be noted from the data in Table 91 thi~ decline in 
the vrorking life span of the aged has been in progress since the turn 
of the century, but has been subjected to occasional converse movements. 
Thus,. during the decade of the forties, there was a temporary increase 
in the work-life span of the septuagenarian workers, rising to 9.7 
years in 1947 from 9.2 years in 1940. This favorable development was 
effected by several factors 1 notably the increase in employment oppor-
tunities during the war years, and the subsequent period of prosperity, 
the reduced :rate of mortality among the aged, and the tendency of the 
older worker to postpone retirement until the latter part of·his sixties. 
That this trend was not e:x;perienced by those 65 and 70 years of age is 
indicated by the data presented in Table 9. Accordingly, although the 
total longevity for both groups increased slightly 1 the increment in 
work-life span increased in proportion, resulting in no increase in 
the amount of life spent in retirement by these groups. 
For the future, therefore,. it is logical.to project the gra-
dual decline in the number of years in the working force, and the in-
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crease in the number of years in retirement for the aged male worker. 
other Characteristics 
Of considerable im;portance to any analysis of the aged con-
sumer is the' economic status of these people. Because of' the marketing 
significance of this information, Chapter III has been devoted exclus-
ively to this characteristic. Furthermore, even these data do not 
complete an all encompassing description of' this group, but the data 
1ihich have been presented in this chapter are considered to be the most 
significant from the marketing standpoin~, and will be drawn upon exten-
sively. in the ensuing chapters. 
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CHAPTER II 
THE ECONOMIC STATUS OF THE MATURE CONSUMER 
Although all of the factors alluded to in the previous 
chapter have considerable import on marketing, none is more significant 
than the economic status of these aged consumers. Thus, even though 
it is suggested by the demographic statistics that the number of older 
people is increasing at a rate greater than t~t of the general pop-
ulation, this is of mere passing interest if they possess limited pur-
chasing power and cannot be considered a logical market for many of the 
goods and services provided by the economy. It becomes apparent, there-
fore, that their economic status constitutes one of the basic foundatim 
stones upon which this analysis must be based; without it, any data per-
taining to the purchasing desires of the aged constitute interesting 
material, but have no practical importance. On the other hand, if 
these consumers possess adequate purchasing power, they represent a 
market of considerable importance to manufacturers of a wide variety of 
products. 
In order to ascertain the economic postion of the aged, data 
pertaining to the source and amount of income received by these con-
sumers are essential. Further, information on their net worth position, 
the amount and liquidity of their savings, and the amount of their in-
debtedness is also required. But these factors present only a static 
representation of their economic condition, and a dynamic presentation 
would be more trenchant for predicting the import of this market. Hence, 
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data. :pertaining to the sta.bili ty of the :purchasing :power of these con-
sumers also is indi~ensable. 
Closely allied to the above factor is the feasibility of 
maintaining an a.deqwate standard of living for the aged, and the effects 
of the means of :providing this u:pon the levels of employment and stand-
ards of living of the balance of the :population. This is apparent bec-
ause '!;-That may be considered as desirable from a sociological :point of 
view, may not be entirely feasible economically. The :purpose of this 
chapter will be to analyze the economic status of the aged, and to 
derive a quantitative· estimate of the market represented by ~he aged. 
Sources ~ Amount of Income 
Although the aged depend u:pon several different means of 
:providing their necessary :purchasing :power, the most im;portant is the. 
amount' of income which they receive currentJ.Y. Data :pertaining to the 
sources and amount of income obtained from each, are :prepared by the 
Bureau of the Census, the Survey of Consumer Finances conducted by the 
Federal Reserve Board of Governors, and the Federal D~ector of Internal 
Revenue. Unfortunately, the income data of these nources va:ry as the 
result of discrepancies which arise, in :part, as the result of the dif-
ferent definitions of income Which are utilized. For this analysis, how~ 
ever, the Bureau of the Census definition has been considered sufficiently 
accurate for the basic analysis, but data :prepared by the other sources 
are :presented where adjustments have been considered to be a:p:pro:priate. 
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Definition of Income El. Bureau of~ Census 
Income 1 as defined by the Bureau of the Census may be 
derived from a variety of sources, namely, net money income received 
from farm and non-farm enu>loyment; or from miscellaneous sources of 
money income such as rent, royalties, interest, dividends, periodic 
receipts from insurance policies and annuities, pensions, veteran's 
payments, governmental payments or assistance, periodic income from 
estates and trust funds, and other income, such as monetary contri-
butions for SU@POrt from persons who are not members of the house-
hold in which the recipient resides. 
Several sources of purchasing power which generally are 
not considered as income are excluded by this definition. These include 
such sources as occasional receipts from property sales, withdrawals 
of bank deposits, borrowed money in an emergency, tax refunds, gifts, 
income "in kind, 11 such as clothing or shelter, and l'lll'D;P sum inheri-
tances or insurance payments. Therefore, the income data which are 
presented below, understate the actual purchasing power of the aged, 
and some consideration of the above sources is necessary in order that 
an accurate estimate of the purchasing power of the aged may be deter-
mined. 
Classification £! Income ~ 
From data presented in the previous chapter, it is evident 
that in 19501 nine million of the thirteen million persons 65 years of 
age and over, resided in their own households, and that about seven 
milliotr of them had their ~ouse or some other relative residing with 
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TABLE 10 
PERCENTAGE DISTRIBUTION OF FAMII·IES AND UNRELATED JliiDIVIDUALS BY TOTAL ;;;..,;;;;;-..;;.;;;;==- .........._ ___________ - - - --
MONEY INCOME, SELECTED AGE GROUPS, UNITED STATES, 1952 
Tbtal MOney Income 
Per Cent of ~ose With Income 
Under $500. 
$500 to $999· 
$1,000 to $1,499· 
$1,500 to $1,999· 
$2,000 to $2,499. 
$21 500 to $2,999. $3,000 to $3,499. 
$3,500 to $3,999. 
$4,000 to $4,499. 
$4,500 to $4,999. 
$5,000 to $5,999· 
$6,ooo to $6,999. 
$7,000 to $91999· $lo,ooo to $14,999· 
$15,000 to $24,999~ 
~5, 000 and over 
Median Income for Persons with Income 
Number • • • Thousands 
Families 
55 to 64 
Years 
100.0 
5·3 
4.6 
6.5 
6.5 
7·3 
7.1 
8.0 
7 .. 6 
7.6 
5·9 
9.5 
6.5 
9·9 
5.1 
1.4 
1.0 
~'3,805. 
$6,340. 
65 and 
Over 
100.0 
9a0 
13.8 
13·3 
9·5 
8.2 
7.0 
7-9 
5·3 
4.2 
4.4 
5.1 
3.6 
5·3 
2.2 
0.9 
0.5 
$2,276. 
$5,356. 
Unrelated 
Individuals 
65 and 
Over 
100.0 
26.7 
38.5 
12.8 
6.7 
4.8 
3.4 
1.5 
1.3 
1.1 
o.4 
1.0 
0.5 
o.6 
0.2 
$ 823. 
$2,858. 
Source: U.'S. Bureau. of the Census, Current Population Reports, 
Consumer Income, Series P-60, No. 15 (Washington, D.C.: 
u.s. Government Printing Office, 1954), p. 12. 
. 
them. Further, an additional two and three-quarter million were 
living in the homes of relatives. Therefore, it may be assumed that' 
thes~ aged influenc~d to a considerable degree, the purchasing pattern 
of the consumption units to which they belonged. 
Thus, although income data are available on an individual, as 
well as a family basis, the family income data are considered to be the 
more significant even though the aged head may not have been the only 
income recipient in the household. Income data for families and un-
related individuals are presented in Table 10 for 1952. 
Income for Families 
From Table 10 it may be observed that there were approximately 
5.4 million families headed by individuals, 65 years of age and over 
and they constituted 13 p~r cent of the families in the United States 
in 1952. Furthermore, an additional 15. per cent were headed by indi-
viduals 55 to 64 years of age. * These two groups of families, there-
fore, constituted over one-fourth of the families in the United States 
and, thus, repr~sented a substantial market, quantitatively, for con-
sumer goods. 
Qf more significance, however, is their economic status. In 
1952, 23 per cent of the families headed by individuals over 65 had in-
comes under $1,000. and an additional 23 per cent had incomes from $~,000. 
to $2,000. The two groups comprising approximately 46 per cent of these 
older spending units. In contrast, in the 55 to 64 age group, on~y 31 
per cent of the families had incomes under $3,000. In the $5,000. and 
* ~05, p.12 
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above income bracket approximately 17.6 per cent of the senior families 
had incomes over $5,000. contrasted with about 33 per cent of the fam-
ilies in the 55 to 64 class. 
Thus, it is evident that relatively fewer senior families had 
incomes over $5,000. as contrasted with those headed by individuals 55 
to 64 years of age That the disparity between the incomes of the aged 
and the remainder of the population is equally pronounced, is indicated 
by the fact that 31 per cent of the families in the United States had 
incomes over $5,000. in 1952. 
Income of Unrelated Individuals 
Although the majority of the consumers over 65 resided with 
their spouse or other relatives, and they constituted quantitatively the 
larger market, some attention must be directed also to the remaining 
one-fourth of these.oldsters who either lived alone or with other indi-
viduals to whom they were not related. The income data pertaining to 
this group also are presented in Table 10. 
It is apparent that the income distribution pattern for these 
consumers parallels that of families with a few exceptions. For example, 
a larger proportion of unrelated individuals over 65 had incomes under 
$1,000. than of the aged consumers who were members of families. The 
median income of these persons, $803., was approximately one-third that 
.of the senior families, $2,276. 
Income of Individuals 
Although income data for aged individuals are not as meaning-
ful ~or this analysis as those for families, for the reasons enumerated 
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TAB~ ll 
,. 
PERCENTAGE DISTRIBUTION OF POPULATION AGED 65 AND OVER 
BY TOTAL MONEY INCOME IN 1953, AGE AND SEX, UNITED STATES 
Total Monel Income Total Male Female 
United States - Persons: 
With Income 74.1 91.7 58.8 
Without Income 28.9 8.3 41.2 
INCOME RECIPIENTS 
Per Cent of Those with Income 100.0 100.0 100.0 
Loss l.l 1.7 0.2 
$1 to $499· 26.5 18.0 38.2 
$500 to $999 30.6 26.3 36.5 
$1,000 to $1,499 11.6 13·3 9·2 $1,500 to $1,999 7·6 8.8 6.0 $2,000 to $2,499 4.8 5·9 3.4 $2,500 to $2,999 3·9 5.6 1.5 
$3,000 to :3,499 3.4 4.8 1.4 
$3,500 to 3,999 2.0 3.0 0.5 
:4,000 to $4,499 2.5 3.6 l.l 
4,500 to $4,999 0.9 1.4 0.2 
$5,000 to $5,999 2.2 3.2 0.8 
$6,000 to $6,999 0.6 0.9 0.2 
$7,000 to $9,999 0.8 1.3 0.2 $10,000 to $14,999 0.7 1.0 0.3 $15,000 to $24,999 0.4 0.6 
$25,000 and over 0.4 0.5 0.3 
Median Income for Persons with Income $1,150. $ 659· 
Source: u.s. Bureau of the Census, Current Bopulation Reports, 
Consumer Income, Series P~6o, No. 16 (Washington, D.C.: 
U.S. Government Printing Office, 1955), P. 13. 
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previously,, some analysis of them is warranted. This is necessary 
because many of the statistics pertaining to the aged are presented 
on an individual basis; for example, those of the Internal Revenue 
Service and the Federal Security Agency, and they cannot be compared 
to data which are presented on a family basis. It should be noted, 
however, that these individuals may ~lso have been members of a family 
or reside4 with other relativ~s and, therefore, their incomes were 
included in the data discussed previously. 
Significance ~ Individual Income 
To Fami1y Income 
From the data presented in Table-11, it is evident that in 
1953, 74 per cent of the consumers over 65 had somi source of income, 
but about 57 per cent of them did not receive over $1,000. An additional 
38 per cent of these oldsters received incomes between $1,000 and $4,999, 
and approximately 5 per cent received over $5,000. If these data are 
analyzed in conjunction with the income data for families in Table 10, 
the relative importance of these oldsters as income contributors to their 
individual households becomes more apparent. 
Thus, although 17.6 per cent of the families headed by these 
older people had annual incomes over $5,000. , without the monetary 
assistance of the other members of their families, only 5 per cent of 
these senior consumers would have had incomes over $5,000. in 1952; 
and the majority of them would have had annual incomes under $?,000. 
_It must be reiterated again, however, that 70 per cent of these consumers 
actua~ly were members of families and, therefore, were members of spenang. 
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TABU: 12 
PERCENTAGE DISTRIBUTION OF AGGREGATE MONEY INCCMID RECEIVED _BY MALE _IN_C_CMID_ 
RECIPIENTS AGED 14 AND OVER RANKED BY INCOME, BY AGE, UNITED STATES,l952-a 
__ .;.;____-- -- -- - --
AGE (years) 
Quintiles of 65 
Mae Income And 55 to 45 to 35 to 25 to 20 to 14 to 
Recipients -b OVer 64 54 44 34 24 19 
TOTAL 100.0 100.0 100.0 100.0 100.0 100.0 100.0 
Lowest· Fifty 3·3 3.8 5·5 6.7 8.1 5·9 6.6 
Second Fifth 6.9 10.6 12.8 14.0 15·3 12.6 6.7 
Middle Fifth 11.4 16.9 16.6 17.8 18.9 18.2 8.6 
Fourth Fifth 21.1 21.6 21.5 22.7 23.2 25.8 21.0 
Highest Fifty 57.4 47.2 43.6 38.8 34.6 37·4 57·1 
a- Based on aggregate income computed by method described previously. 
Excludes institutional population. 
b- Arrayed by size of income within each age group. 
Source: 11Size of Income and Personal Characteristics", Social 
Security Bulletin, (October, 1954), P. 4 These data were 
based upon those presented in U.S. Bureau of the Census, 
-current Population Reports, Consumer Income, Series P.6o 
No. 14, Table 3 (Washington, D.C.: u.s. Government Printing 
Office, 195 3) · 
units which received income additional to that provided by the senior 
members. Hence, the income data for individuals are unrealistic and 
of limited marketing significance. 
Distribution of Income ~ ~ Groups 
Although income in equality is to be found in ail age groups, 
it is especially pronounced among those aged 65 and over. In 1952, one-
fifth of the men over 65 received only 3 per cent of the aggregate income 
of their age group, as compared with 57 per cent which was accounted for 
by those in the upper one-fift~ of the income array. These proportions 
maybe contrasted with the 7 per cent and 39 per cent respect~vely for 
the men 35 to 44 years of age. Additional data are presented in TableE. 
These findings are in apparent conflict with the general assum-
ption that the aged either receive no income, or that the amount is very 
low. It has been noted previously that 46 per cent of the families with 
aged headshad incomes under.$2,000. in 1952, and that 57 per cent of the 
individuals with incomes received less than $1,000. in 1953. These data 
tend to substantiate the above generalization. 
HOwever, what is generally overlooked is the presence of 
these older persons in the higher income groups, and their above 
average representation among the men with income~ of $25,000. and more. 
This latter point is clearly presented in Table 13 in which the families 
of the United States are distributed on the basis of their relative 
importance within each income classification. From this presentation 
it may be noted that families headed by persons over 65 comprised ap-
proxima~ely 29 per cent of the families with incomes under $500. which 
is what one would assume to be true from the previous data. This may 
55 
TABLE 13 
PERCENTAGE DISTRIBUTION OF TOTAL FAMILY INCoME IN 1952 
BY AGE OF FAMILY HEAD, UNITED STATES 
Per Cent of Total Income 
---
Total Money Income 
Age of Family Head 
14 25 35 45 55 65 
to to to to to and 
24 34 44 54 65 OVer 
Under $500. 6.2 11.5 18.8 15-0 19-9 28.6 $500. to $999 4.6 9.6 12.6 17-1 16.0 40.0 $1,000 to $1,499 7-2 12.7 13.2 15-5 18.9 32-5 $1,500 to $1,999 7·9 16.3 16.6 18.4 18.2 22.6 $2,000 to $2,499 7·9 23.1 19-5 16.4 17.0 16.1 
!2,500 to $2,999 7-4 24.6 23.4 17·5 14.8 12.3 
3,000 to $3,499 7·6 27.2 22.5 19.2 12.8 10.7 
3,500 to $3,999 5·4 30.4 23.8 19-1 13.4 7·9 $4,000 to t4,499 5.2 26.6 27.2 19.8 14.4 6.8 $5,000 to 5,999 3·7 27.4 28.3 22.5 12.5 5.6 $6,000 to $6,999 1.7 23.9 29.3 25.4 13.4 6.3 
$7,000 to $9,999 1.3 20.2 26.9 27.2 16.9 7·5 $10,000 to $14,999 0.1 7·9 24-7 ~9.6 27.6 10.1 $15,000 to $24,999 7·1 25.4 31.2 23.6 12.7 $25,000 and over 4.6 14.4 34·9 32.3 13.8 
Total 
100.0 
II 
II 
II 
II 
II 
II 
II 
II 
II 
II 
" II 
II 
II 
Source: u.s. Bureau of the Census, Current Population Reports, 
Consumer Income, Series P. 60, No. 15 (Washington D.C.: 
U;S. Government Printing Office, 1954), P. 12. 
be compared with ll to go per cent of the families headed by persons 
25 to 64 years of age. In contrast, however, 13 per cent of the families 
with incomes from $15,000. to $24,999· and about 14 per cent of those 
with incomes over $25,000. were headed by persons aged 65 and over. 
Other conclusions pertaining to the relative economic position 
of these families may be derived from Table 13; for example, although 
they were relat~vely more numerous in the income groups under $1,500., 
their relative importance was similar to those of other age groups in 
the $1,500 to $2,500 level of income, approximately 20 per cent. In 
the $2,500 to $6,000 income groups, they declined in importance, but 
I 
were relatively more numerous in the income groups above $10,000. al-
th~ugh not as well as those in the 35 to 64 age groups. 
Thus, it may be concluded that the distribution of the rel-
ative number of families in each income group which are headed by persons 
aged 65 and over tends to resemble·a reverse J shape. A similar curve 
is presented by the distribution of the relative number of persons aged 
65 and over, in each of the income groups.* 
Income Distribution by ~ 
From the data presented in Table ll, it is evident that 
income distribution among the aged also varied according to the sex of 
the recipient in 1953; 92 per cent of the men received monetary incomes 
as contrasted with only 59 per cent of the women. This income discrep-
ancy between the sexes was evident in all the income levels. Approxim-
ately 44 per cent of the men and 75 per cent of the women had incomes 
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under $1,000., and 41 per cent of the men and only 22 per cent of the 
women had incomes ranging from $1,000 to $3,999, thus indicating an 
increasing discrepancy at the higher levels of income. 
The tendency of the senior men to receive higher incomes is 
Ddicated further by the data on median incomes for the sexes. In 1953 
the men received $1,150. and the women $695· However, although the men 
tended to receive almost twice the median incomes of the women, both 
received considerably less than the median incomes for men and women 
55 to 64 years of age; the median income in this age group being $3,271. 
and $1,170., respectively. 
Thus, it is evident that the median income decline which 
occurs after the age of 65 is attained, which was noted in the previous 
analysis of income by families, is repeated in these data for individuals 
(Table 10). It may be concluded that. in the years after 65, the earning 
power of these individuals tends to diminish rapidly. This fact will 
receive further substantiation from an analysis of income sources for 
various age groups which will be presented in the following section. 
Income Data of the Internal Revenue Service 
The income data provided by the Internal Revenue Service for 
the aged is·somewhat less informative than that of the Bureau of the 
Census because it does not offer any indication of the number of aged 
income recipients, and is of little value in ascert~ining the number 
of aged in the lower-income groups among the aged. 
Unfortunately, the most recent analysis of income for the 
aged that is available from this source is for 1948, but there probably 
TABLE 14 
ESTJNATES OF THE NUMBER OF PERSONS AGED 65 AND OVER IN_ 
TliEl UNITED STATES BY MONEY INCOME, 1948-]: 
( In Thousands) 
Number of Income Recipients 
Total Money Income 
Bureau of the Bureau of Adjusted 
Census -a Internal Revenue -b Estimate -c 
None 
$1 to $l.f99· 
$500 to $999 
$1,000 to $1,999 
$2,000 to $2,999 
$3,000 to $4,999 
$5,000 to $9,999 
$10,000 and Over 
INCOME RECIPIENTS 
Number with Income 
Number without Income 
TOTAL 
3,490 
2,320 
2,260 
1,440 
740 
480 
170 
60 
7,490 
3,490 
10,980 
39 
179 
468 
986 
715 
604 
252 
144 
3,388 
-d 
-d 
3,000 
2,500 
2,300 
1,600 
750 
500 
200 
100 
8,000 
3,000 
ll,OOQ 
Source: Jacob Fisher, "Income of Aged Persons, 1948, 11Social 
Security Bulletin, July, 1951, p.lO 
-a 
-b 
-c 
-d 
Prepared by Mr. Fisher from U.S. Internal Revenue Department pre-
liminary income tax data for 1948 which groups return by adjusted 
gross income and special exemption for age and blindness. 
' Prepared by Mr. Fisher from u.s. Bureau of the Census data. 
Estimated by Mr. Fisher. 
N;ot estimated, and not available. 
'.. 
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have not been any significapt changes since that time, so it may be 
considered as typical of the current income distribution. In Table 14 
data of the Bureau of the Census pertaining to the income status of 
the aged for 1948 are compared to those compiled by the Internal Revenue 
Service from income tax returns for the year, 1948. It may be noted 
that the Census estimates are consistently larger than those of the 
Internal Revenue Service for the income classes up to $2,000., but that 
above $2,000. those of the IRS are higher. Further, this discrepancy 
increases as income rises, and above the $10,000. level the"IRS estimate 
is more than twice those of the Bureau of the Census. 
These discrepancies suggest that higher income distributions are 
accurate; and, therefore, some revision is necessary in order to 
present the true distribution of income. Although the data on income 
under $2,000. prepared by the IRS are not too reliable because of the 
tax exemption provision which permits an exclusion of a large number of 
the aged who receive incomes under $1,000; the data above that level, 
after adjustment for the joint return exemption is made, may be considered 
to be reliable. 
In Table 14, a revision of the Census data, which takes into con-
sideration the necessary.adjustments indicated by the income tax data, 
is presented. From this infor.mation, one may observe that there were 
more aged with incomes under $500. in 1948 than the Census data indi-
cates, but that more aged had incomes in the classes above $2,000. than 
were shown by the Census. Thus, Mr. Fisher estimated that 2.5 million 
aged individuals had incomes under $500.; 2.3 million were in the $500. 
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to $1,000. class; and there were 1.6 million income recipients in the 
$1,000. to $2,000. income class.* 
It is further estimated there were about 750,000 in the income 
class $2,000. to $3,000.; and a 500,000 with incomes from $3,000. to 
$5,000; 200,000 with incomes from $5,000. to $10,000 and approximately 
100,000 with incomes over $10,000.** 
Thus, although the total number of aged that he estimated rec-
eived income does not materially differ from the estimates of the Census, 
there is a significant difference in the number who receive the higher 
incomes, constituting more than a 60 per cent increase in the number of 
individuals with in~omes over $10,000. 
Income Tax Returns Ex Age of Taxpayer 
Further evidence of the relative pre~~lence of the older~pul­
ation in the higher income levels is presented by the Internal Revenue 
Service data pertaining to the relative number of tax returns filed by 
the aged in each income class. In 1948, approximately one-fourth of the 
individuals who reported incomes of less than $1,000. were 65 years of 
age or over. This ratio dropped to 3 to 4 inlOO in the· $3,000. to $,000. 
class, but rose to 10 in 100 in the $io,ooo: to $25,000. income class, 
and increased to 23 in 100 in the $50,000. and over income groups.*** 
The pattern among the lower income groups conforms with the 
general knowledge of the income status of the aged, but the relative 
* Table 14 
** 73, pp. 12-13 
*** 73, p.l3 
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importance of the aged in the higher income levels is not recognized. 
This point was indicated previously in the analysis of incomes by fam-
ilies and individuals and offers further substantiation of the conclu-
sion that a limited qualitative market does exist among the aged. 
Sources of Income by the Aged 
Although the above data pertaining to the incomes of the aged 
are essential to a dete~ination of their purchasing power; unfortunately, 
they offer no indication of the relative stability of this income; nor do 
they give any evidence of whether or not these senior consumers are con-
tinuing to receive their share of the national income, In order to fur-
nish info~tion on these questions, it is necessary to classify their 
incomes by their components in order to dete~ine the various sources, 
and then to derive some conclusions pertaining to their relative sta-
bility. 
~lthough the aged receive income from a variety of sources, 
the following classification is considered to be the most appropriate: 
l. Money income from employment, including self-employment. 
2. Income from individual savings, bank accounts, annuities. 
3· Benefits from publ:Lc and private pensions or insurance 
Programs. 
4. Assistance payments from public agencies. 
5· Assistance from voluntary agencies, friends, and 
relatives. 
In Tab~e 15, data are presented pertaining to the number of 
persons over 65 who received income from employment, social insurance 
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TABLE 15 
ESTJMATED NUMBER OF PERSONS AGED 65 AND OVER RECEIVING INCOME FROM 
SPECIFIED SOURCES FOR SELECTED YEARS, UNITED STATES ( IN MILLIONS) 
Number of Persons 
Source of Income and Year -a 
1950 1952 
TOTAL 1.2.5 13.2 
Emplo;yment 3.8 4.,0 
Earners 2.9 3·1 
Wives of Wage Earners 
·9 ·9 
Social Insurance and Related Programs: 3.6 4.9 
Old-age and Survivors Insurance 2.6 3.8 
Railroad Retirement 
·3 .4 
Federal Employee Retirement Program 
·3 .4 
Veteran's Compensation and Pension Programs 
·3 .4 
Wives of Beneficiaries not in Direct Receipt 
of benefits .2 .l 
Old-age Assistance 2.8 2.6 
No Money Income or Income Solely from 
Other Sources 2.9 2.5 
-a December. 
1954 
13.9 
3·9 
2.9 
·9 
6.6 
5·3 
·5 
.4 
·5 
.2 
2.6 
2.0 
Source: Lenore Epstein, "Economic Resources of Persons Aged 65 and 
Over", Social Security Bulletin, (June, 1955), p. 5. 
and related benefits, and public assistance in 1950, 1952 and 1954. Of 
the 13.5 million who received income in December, 195~, 6.6 million 
were beneficiaries of old-age and survivors insurance and related pro-
grams, and they represented an increase of 83 per cen~over the number 
in December, 1950. In addition, 3.8 million were wage earners or wifes 
of wage earners. ·There were also 2.6 million aged whe were recipients 
of old-age assistance benefits in December, 1954, or approximately 
200,000 less than in 1950. 
The total number of aged accounted for in Table 15 for 1954 is 
13.1 million, and therefore approximately 8 million aged persons are 
not classified by income status. This actual number, is estimated to 
have been approximately one million larger because many older people 
received income from more than one of the sources presented in the 
table. Furthermore, it is possible that more than half of these persons 
in this residual group had no money income; or were living with friends 
or relatives or in institutions, and were receiving their support from 
them. The remainder in the group received·income in the form of div-
idends, interest, private pensions, annuities, contributions from friends, 
etc., or had no income in that year. From information available per-
taining to this residual group, it consisted primarily of women, a large 
percentage of whom were widows, and they were heavily concentrated in 
the advanced years. * 
Number of Aged Employed 
The largest single source of income by the aged is employment. 
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TABLE 16 
PER CENT OF THE: POPUlATION AGED 65 AND OVER IN THE: 
---- --------
LABOR FORCE, BY SEX, UNITED STATES, 1890 to 1975 
Labor Force Participation Rate -a 
Year Male Female 
1890 68.2 7·6 
1900 63.2 8.3 
1920 55·6 1·3 
1930 54.0 1·3 
1940 42.2 6.0 
1956 40.5 9·3 
1960 -b 41.2 9.2 
1975 -b 36·5 9·5 
-a Per cent of the non-institutional population aged 65 and over who 
were in the civilian labor force. 
-b The data for 196o and 1975 are based on a projection of the labor 
force data for 1920 and an average of the data for the years, 1947 
to 1951 prepared by C.R. Winegarden. 
Source: 1890 to 1940: John D. Durand "The Labor Force in the United 
States~ 1890-1960, (New York: Social Science Research Council, 
1948) and presented in C.R. Winegarden, ·Employment and Econ-
omic Status of Older Men and Women, u.s. Department of Labor, 
Bureau of Labor Statistics, Bulletin 1092, (Washington, D.C.: 
u.s. Government Printing Office, 1952), p. 17: 1950: u.s. 
Bureau of the Census, Current Population Reports, Labor Force, 
Series P-50, No. 59, (Washington, D c.: u.s. Government 
Printing Office, 1956), p.4, 1960 and 1975: u.s. Bureau of 
the Census, Current Population Reports, Labor Force, Series 
P-50, No. 42, (Washington, D.C.: u.s. Government Printing 
Office, 1952), P•7• 
.... ,zt- -
In the year of 1953 an annual weekly average of 3,137,000 persons over 
65 were members of the civilian labo~ force, and they constituted 23.9 
per cent of their age group. * Of this number, an annual average of 
3,176,000 were employed, of which 2,492,000 were men and 684,000 were wo-
men. ** Of this labor force, 2,482,000 were in non-agricultural pursuits, 
694,000 in agriculture, and 61,000 were unemployed. *** To this group 
must be added 0.9 million wage earner's wives who were 65 years of age 
and over, a total of 3·9 million persons. 
Thus, about 30 per cent of the persons 65 years of age and 
over were recipients of earnings from employment or were the aged wives 
of wage earners. 
Importance of Employment ~ an Income Source 
Employment as a source of income for the aged is gradually 
diminshing in importance as the percentage of aged men participating 
in the labor force declines. Thus, in 1920, although 55.6 per cent of 
the aged men were in the labor force, only 42.2 per cent were in 1940. 
In 1944-45, as the result of the war-time emergency, this percentage 
increased to 50, but•.:subsequently declined to 41.6 per cent in 1950. 
It is estimated that the relative number of aged men p~ticipating in 
the labor force will continue to decline to approximately 36.5 per cent 
by 1975· 
In contrast, the percentage of aged women working is expected 
to rise to 9·5 per cent by 1975· More complete data on these trends are 
* 109, P• 43 
-** Ibid.' p. 44 
"*** .Ibid.' pp. 45-47 
66 
presented in Table 16. Further evidence that employment is a declining 
source of income for the aged is indicated by the fact that in late 1951, 
two-thirds of the men and 70 per cent of the women old-age beneficiaries 
and 80 ~er cent of the widows under the OASI program reported that they 
were unable wo work. 
Although empioyment is decreasing in importance as a source of 
income for the aged, for those who derive their income from it, the sta-
bility of this source is of the utmost importance. Closely allied to 
this is the detenmination of those fields in which the aged are not dis-
criminated against; and which, therefore, represent areas in which the 
aged may seek employment in the event that they are dismissed from empl-
oyment in other lines of endeavor. 
The major industry groups in which the aged have above aver-
age representation are agriculture, the public utility industry, the 
wholesale and retail trades, and the service industries. Thus in 1952, 
of the total number employed in agriculture, 9·7 per cent of the men 
were over 65 as were 4.8 per cerit of· those in the construction industry. 
In the utility and wholesale and retail trades, and in the service 
industries, the aged male workers were relatively more numerous than in 
other non-agriculture industries. 
However, only 2.4 per cent of these people along in years 
were employed in the manufacturing industries, thus indicating the stigma 
placed upon age in this field. Only 0.9 per cent of the women employed 
in 1952 were over 65, and these were concentrated in the service indus-
tries, the ~olesale and retail trades, and in agricultural, with the 
service industries being relatively the most important field of employment. 
,l TABLE !7. 
PERSONS ~ §.2. AND ~ ~ ! PER ~ OF TOTAL PERSONS 
EMPLOYED, BY MAJOR INDUSTRY GROUPS ~ SEX, 
UNITED STATES, .ANNUAL AVERAGES, ~ 
Per Cent of Total 
Ma~or Industry Group Persons Employed ~ 
Male Female 
Total, All Industries 3·9 0.9 
Agriculture 9·7 1.0 
Total Non-agricultural Industries 3·1 0.9 
Construction 4.8 
Manufacturing 2.4 0.3 
Tran~ortation1 Communication 
and Other Public Utilities 3.2 o.1 
Wholesale and Retail Trades 3!!2 o.8 
Service Industries 3.6 2.6 
All Other Industries 2.4 0.2 
-a Percentages are based upon the average number of persons of 
all ages ~loyed in the various major industry groups for 
the four quarterly months, January 1 April, July and October. · 
Source: u.s. Bureau of the Census, Current Population Reports, 
Labor Force, Series P-501 No. 45 (Washington, D.C.: 
u.s. Government Printing Office, 1953) 1 p.5. 
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Additional data pertaining to the relative importance of these various 
fields for the aged are presented in Table 17. 
Further evidence of the relative opportunities for the aged 
in the major industry groups is presented in Table 18. It may be ob-
served that the occupational distribution of the aged is strikingly 
different from that of the general population. The largest proportion 
of the aged males are engaged as far.mers and far.m managers, non-far.m 
managers or proprietors, and as craftsmen. Further, the occupational 
opportunities of the aged as operatives and kindred workers are markedly 
different from those available for the average male worker, there 
being approximately 10 per cent of the men over 65 in this field as 
contrasted with 20 per cent of those gainfully employed in the general 
population. 
On the other hand, an increasing number of the aged male 
workers find employment in the service industries, ll per cent as 
compared to 5.6 per cent of the general population, and in agriculture 
as non-far.m proprietors and managers. 
Marked differences exist also in the distribution of the 
aged female workers among the various occupations as compared with 
that of female workers 14 years of age and over. Approximately 41 
per cent of these older women were employed in the service industries 
or as private household workers, approximately twice the relative 
number of the tota~ female working force. 
Also, evidence of the diminution of opportunities for the 
older persons_are apparent in the clerical and kindred employment 
fields, the proportion of older female workers being 7.2 per cent as 
TABLE 18 
PERCENTAGE DISTRIBUTION .2!: EMPLOYED PERSONS BY MAJOR OCCUPATIONAL GROUP, 
AGE~ SEX, UNITED STATES, APRIL, 1951 
Major Occupational Group 
~and Age 
Male Female 
Total, 14 65 and Total, 14 65 and 
and Over Over and Over Over 
Professional, technical, 
and kindred workers 7.1 5·9 10.0 9.5 
Farmers and farm managers 9.4 20.0 1.1 3.4 
Managers, officie.ls, and 
proprietors, except 
farm 12.3 16.2 5.8 14.7 
Clerical and kindred 
workers 6.3 3.Q 27.6 7-2 
Craftsman, foreman, and 
19.6 kindred workers 15·3 1.2 2-7 
Private household workers 0.1 0.3 10.5 24.9 
Service workers, except 
16.6 private household 5-6 11.2 12.0 
Far.m laborers and foreman 4.1 4.0 3-4 4.1 
Laborers, except far.m and 
7-6 mine 8.9 0.5 
Sales workers 5-6 5.6 7-1 6.8 
Operatives, and kindred 
workers 21.0 10.0 20-9 10.2 
Total 100.0 100.0 100.0 100.0 
Source: u.s. Bureau of the Census, data presentedin u.s. Department 
of Labor, Bureau of Labor Statistics, Employment and Econ-
omic Status of Older Men and Women, Bulletin 1092, (May, 1952), 
p.24. 
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compared to 27.6 per cent of all women employees. 
Pension and Insurance Programs 
In December 1954, more than 6.6 million aged persons, or one-
third of the persons aged 65 and over were receiving benefits under some 
type of pension or insurance plan, public or private. Of this total, 
5·3 million were recipients of benefits from the old-age and survivors 
insurance program, and 1.3 million under some other type of program.* 
These will c0ntinue to grow in relative importance as sources of income 
for the aged for several reasons. For example, although only 300,000 
aged persons were receiving benefits tinder the Veteran's program in 
1952, in, a few years this number will expand tremendously as veterans 
of World War I reach the age of 65 and become eligible for 10 per cent 
non-service connected disability pensions. These pensions will provide 
$75·00 a month for any year in which the veteran's income is less than 
$l,440,or $2,700. a year if he is married.** 
Further, the number of persons who will receive retirement 
benefits under the federal old-age and survivors insurance program will 
expand rapidly in the next few years. Thus, there were 5·3 million 
persons receiving benefits under this program in 1954, twice as many 
as at the end of 1950, and the number is expected to increase for many 
Although it is recognized that the maximum benefits provided 
under the OASI are not large, and indication of the importance of these 
* 70, P·5 
~ 31, P• 154 
benefits to the aged beneficiaries is the fact that approximately two-
thirds of those who regularly receivedold-age and survivors insurance 
benefits in late 1951, had annual independent retir~ent incomes from 
other sources of less than $75.00 per person, and only one beneficiary 
in eight had a monthly retirement income of $50.00 or more.* 
Other Pensions 
One-sixth of the Old-Age and Survivors Insurance widow ben-
eficiaries received pensions from private employers, federal, state, 
or local government pensions, railroad retirement payments and union 
pensions, but only 35 per cent of this group received more than $50.00 
a month per person from these sources. Furthermore, only 6 per cent 
of all OASI beneficiary groups received as much as $50.00 a month per 
person from pensions. 
Thus, it may be concluded that pensions, although an increa-
singly important source of income for the aged, do not at the present 
time provide the major share of the support required by those receiving 
OASI assistance. Logically, it may be assumed that the same condition 
is evident for those not covered by the provisions of the OASI program.** 
Old-age Assistance 
For the indigent elderly person in the United States, old-
age assistance is the chief type of aid. In addition~ some older persons 
also receive aid to the blind, permanently or totally disabled, or some 
other form of general assistance. It is also of great importance for 
*- 128, P·3 
** Ibid., p. 4. 
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those aged who were not employed in covered occupations. 
This aid is provided by both the federal and state govern-· 
ments under various types of programs • At the end of 1954, 2. 6 million 
persons, or 19 per cent of. the aged population, received old-age assis-
tance, a decline of about 250,000 since 1950. The average mon~y pay-
ment nationally in December, 1951, was $44.54, and ranged from $10.91 
to $18.68 among the states.* These average monthly payments had 
risen to $56.71 in February, 1956. 
Life Insurance Annuities 
At the end of 1952, there were 4.2 million annuities in force, 
and they represented an annual income potential of 1.5 billion dollars. 
Approximately one-fift~ of these annuities were making income payments 
at that time, or a total payment of 345-million dollars. ** 
Although there is no information on the number of aged re~-
eiving these life insurance annuities, it is estimated that approx-
imately 165,000 men and 590,000 women, excluding about 50,000 wives of 
male beneficiaries, were receiving such payments at the end of 1953. *** 
Income From Assets 
There is only fragmentary information available pertaining 
to the amount of income received by the aged in the form of interest, 
dividends, net rents from rent properties {including rent from roomers), 
and annuities. 
* 93, p.ll 
** -3~, p. 157 
*** 70, p.6 
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and· annuities. 
In 1951, one-fourth of the aged couples, one-fif~ of the 
non-married aged women, and one-~ixt~ of the non-married aged men 
received income from their assets. Income producing assets were the 
primary source of income for about 18 per cent of the non-married 
women with income, but the importance of this incom~ source for aged 
couples and non-married women was about one-half this proportion. 
However, in December, 1954, one-half of the men without income and 
one-third of the women without other income had received some income 
from assets. * 
Other data indicate that of the spending units with heads 
65 'and over, ll per cent owned stock in early 1952. Of these units, 
64 per cent had investments valued at less than $5,000. and 18 per 
cent owned investments valued at more than $5,000. The value of the 
securities of the remaining 18 per cent were not deter.mined.** How-
ever, income from assets at the end of 1956, were the chief source 
of income for approximately one million aged persons, a large pro-
portion of whom were widows. *** 
Contributions From Friends and Relatives 
Regular monetary contributions from friends or relatives 
not living in the same household are a negligible source of income 
for older persons. In 1951, 0.8 per cent of the married couples, 
1.5 per cent of the non-married men, and 2.6 per cent of the non-
* 70, p.lO. 
** 84, p.llO 
*** 70, p.32 . 
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married women were receiving at least part of their income from this 
source. 
However, cash gifts, not on a regular basis, were received 
by 6 per cent of the married couples and 5 per cent of the non-married 
men and 10 per cent of the non-married women, thus indicating that 
this irregular type of support may be of more significance.* 
In 1950, about half a million aged couples and two million 
aged non-married individuals who were living on very limited incomes 
depended to a considerable degree upon persons, not in their immediate 
families, for their support. Approximately 20 per cept of the aged 
couples and BO per cent of the non-married persons were receiving 
personal monetary gifts, averaging somewhat more than $200.00 per 
recipient.** 
Income "In Kind" 
In addition to this monetary support, many of the aged· 
received income "in kind" from their relatives or friends. In 1951, almost 
400,000 couples with aged heads and more than 2.3 million non-married 
persons aged 65 and over were residing in quarters which they did not 
own, and for which they paid no rent. They comprised 10 per cent of 
the aged couples and 38 per cent of the other aged persons, excluding 
those residing in institutions.*** 
It is estimated that the value of the "income in kind" was 
approximately $360.00 per annum in 1951, and that this type of income 
* 70, p.8 
** Ibid., p.ll 
*** Ibid., p.l5. 
TABLE 19 
ESTIMATED AMOUNT AND PERCENTAGE DISTRIBUTION OF AGGREGATE 
MONEY INCOME OF PERSONS AGED 65 AND OVER, UNITED STATES ===~;;;;.- ----
BY SOURCE OF INCOME, 195 3 
Aggregate Money Income 
-a Comprised of interest, net rents, dividends, payments under 
private pension plans, individual annuities and supplementary 
life insurance contracts, and regular cash contributions from 
friends and relatives. 
Source: Leonore A. Epstein, "Economic Resources of Persons 
Aged 65 and OVer", Social Security Bulletin, (June,. 1955), 
p.l2. 
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was received primarily by those with low incomes. Other non-monetary 
gi~ts or services o~ inestimable value are also undoubtedly received 
by the aged. 
Aggregate Money Income of the ~ 
Although the various sources of income for the aged are of 
considerable importance, of particular marketing significance is the 
aggregate"money income received by these consumers. It was estimated 
that in 1953 they received approximately eighteen billion dollars, 
but this was subject to a high degree of error. It may be noted from 
Table 19 that in that year these persons received about 20 per cent, 
3·5 billion, from social insurance and related programs; and an addit-
iorlal 1.6 billion from public assistance programs. Although only 30 
per cent of these oldsters-were unemployed, about 50 per cent of their 
total income came from earnings •• Non-earned income such as rents, 
interest, dividends, private pension plans, ~ndividual annuities, life 
insurance contracts, and regular cash contributions from friends and 
relatives, contributed an additional 1.5 billion, and the remainder came 
from undetermined sources. 
* The same writer also noted that the relative importance of 
these sources is changing. Thus, she estimated that in 1954, social 
insurance and related programs contributed about 25 per cent of the 
aggregate income and that the relative importance of public assistance 
and earnings declined. HOwever, having taken into consideration a 
* 70, p. 12,16. 
25 per cent increase in payments under private pension plans and as-
suming that the income from assets had kept pace with the rise in the 
number of aged persons, she concluded that the relative importance of 
non-earned income from private sources had remained about the same. 
Net Worth of the ~ 
Although there is sufficient evidence to indicate that the 
incomes of persons aged 65 and over are considerably lower than the 
average for the balance of the population, it cannot be concluded that 
their total economic status is proportionately as low. To assume this, 
is to overlook the possibility that these individuals have been able to 
accumulate assets such as homes, household furnishings, securities, etc., 
in their earlier and more productive years, and that they continue to 
benefit from the possession of these assets in their later years. 
Therefore, before any conclusion may be for.mulated per-
taining to the total economic status of the aged, it is essential to 
determine the extent of their assets and debts; in brief, to ascertain 
their net worth. From data which are available on this ~ubject, it is 
apparent that the older consumers have been able to accumulate net 
worth during their earlier years and that this rate of accumulation 
parallels the age of the consumer. For example, the median net worth of 
persons 65 and over in 1953 was approximately $8,4oo., as compared to 
$300.00 for consumers 18 to 24 years of age. 
However, it is true that consumers do not continue to accum-
ulate at each successive age level, but that the amount of net worth 
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held reaches a peak as they attain the age level 55 to 64, and then 
declines as they pass the age of 65. Although several factors are 
responsible for this decline, one of the most important is the nee-
essity of these older consumers to utilize their past savings to 
augment their current incomes in order to provide the desired or 
accustomed standard of living. It is assumed, therefore, that if 
data were available for those 70 years of age and over, this decline 
in the median net worth would be accelerated as the age of the consumer 
increased.* 
Relation of Net Worth to Income 
------ -
Further substantiation of the above conclusion pertaining 
to the accumulation of net worth as the consumer becomes older is pro-
vided by a compar~son between the incomes of consumers of different 
ages and the values of their net worth. 
In early 1953, 58 per cent of the consumers over 65 had 
accumulated assets valued at least three times that of their 1952 
income, and that 73 per cent had savings equal to at least one year's 
income. This financial position may be compared favorably to the 26 
per cent of all the spending units which had accumulated assets valued 
as much as three years' current income and 5:t per cent who had accum-
, ulated savings equal to one year's income or more. Furthermore, only 
4 per cent of the cons~ers aged 65 and over had no income or had debts 
which were in excess of their current incomes, as compared to l2 per cent 
* 85, p., 94l. 
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of all the spending units included in the survey.* 
Net Worth and Components 
Elderly consumers in early 1953 owned 19 per cent of the 
total assets of 725 billion dollars held by all consumers, and owed 
7 per cent of the 84 billion dollar debt. Thus, of the total 641 
billion dollars of estimated consumer net worth, 21 per cent were 
held by those over 65. 
This amount was relatively the same as was possessed by 
the consumers 55 to 64 years of age, 22 per cent; and was approximately 
twice the amount possessed by the consumers 18 to 34 years of age, 12 
per cent. This evidence further substantiates the conclusion that 
the accumulation of net worth is a gradual process and is closely 
related to the increase in the age of the individual.** 
TYPE OF ASSETS OWNED BY THE MATURE CONSUMER 
Non - Liquid Assets 
Of particular significance to the determination of the 
purchasing power of the aged is the relative degree of liquidity of 
their assets. This is logical because if their assets are not in.a 
liquid for.m or cannot be converted readily, these consumers would be 
unable to utilize them in order to augment their purchasing power. 
* 86, P·9· 
** Ibid., P·9· 
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In early 1953, consumers over 65 held 35 per cent of their as-
sets in consumer capital goods such as automobiles and owner-occupied 
non-farm homes; and an additional 49 per cent in business and invest-
ment assets exemplified by owner-occupied farms, corporate stock, real 
estate other than that in which they resided, and privately held cor-
porations. * 
In the 1952 Survey of Consumer Finances, it was ascertained 
that approximately l2 per cent of the spending units aged 55 and 
over owned corporative stock, and 4 per cent of these units nad 
invested over $10,000. in this type of asset. Data on over 65 con-
sumers indicate that of the ll per cent owning corporate securities, 
8 per cent had less than $10,000. invested in them.** 
Further, in the 1955 survey of Consumer Finances it was 
determined that 63 per cent of the spending units headed by persons 
over 65 owned their own homes.*** In an earlier year, approximately 
47 per cent of these had an equity in their homes of under $7,500.; and 
an additional 37 per cent had from $7,500. to $20,000. similarly invested, 
assuming that the data obtained in an earlier survey were still appro-
priate. '**** 
These assets, with the exception of possibly corporate 
securities, do not possess a high degree of liquidity. Therefore, they 
could not be readily utilized by these older consumers to augment their 
purchasing power. Moreover, it is logical to assume that these indi-
viduals would be reluctant to dispose of these assets as many of them 
* 86, P·9 
** 84, p. 1,001 
*** ~9, p. 582 
**** 80, p. 1,598· 
\ 
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are probably income producing. 
Liquid Assets 
In addition to these assets, however, these individuals 
possessed an additional 20 per cent of their assets in highly liquid 
forms such as loans made by the spending units, u.s. Government Bonds, 
checking accounts, savings accounts, postal savings and shares in 
credit unions. * Further, to these assets should be added an un-
determinable amount of currency which was possessed by these con-
sumers, but which was not recorded in this survey because of the re-
luctance of consumers to state the amount. Further, Iess liquid 
assets such as bonds of corporations and state, local and foreign gov-
ernments were also omitted. Less liquid assets such as insurance, 
household furnishings, pension reserves, clothing, jewelry and house-
hold appliances also were excluded because of the difficulty of 
ascertaining their current market value. 
From the above statistics, it is evident that a large pro-
portion of the assets of the older consumers in 1953 was held in a rel-
atively non-liquid form, and therefore would be difficult to convert to 
active purchasing power. However, this conclusion i~ tempered somewhat 
by the fact that these estimates of liquid assets were underestimated 
because of the items mentioned above that were omitted. This error is 
probably partially compensated for by the probability that liquid 
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assets were also underestimated, but to a lesser degree. With limitations, 
therefore, it may be concluded tha~ approximately 20 per cent of the assets 
of these consumers were held in a liquid form and could be utilized to 
supplement their current income • 
.Amount of Liquid Assets 
Of even more importance from a marketing standpoint than the 
liquidityuof these assets is the amount which is held in this for.m. In 
early 1953, 36 per cent of the spending units interviewed in the 1955 
Survey of Consumer Finances did not own any liquid assets, and an addi-
tional 16 per cent had less than $500.00 to $1,999., and 12 per cent, 
$2,000. to $4,999· Assets possessing a high degree of liquidity were 
held by 19 per cent of the spending units with persons aged 65 and over 
as the head of the unit.* 
Consumer Debt 
Another factor of importance in determining the ability 
of these persons to consume is the amount of deb~which they have incur-
red. On this factor in early 1952, individuals aged 65 and over held a 
more favorable position than other consumers: 79 per cent were free 
of debt. Further, of the 21 per cent who did have debts, 64 per cent ow-
ed less than $100.00. "** 
It is noteworthy to observe that in early 1955, 88 per 
cent of the aged did not have any medical debts, and that only 
3 per cent owed more than $100.00 for medical expenses.*** These data 
may be compared favorably with approximately 76 per cent of the spending 
* 90, p. 619 
** 84, P. 988 
*"** 90, p. 620 
units headed by individuals aged 35 to 54 who had no medical debts.* 
One may conclude that the mature consumers were more able to meet their 
medical expenses than the younger individuals even though their incomes 
were lower. 
One final point concerning the debt of these mature consumers 
may be noted. The debts owed by these individuals in early 1953 con-
stituted approximately 4 per cent of the total net worth possessed by 
their spending units, and may be contrasted with the 41 per cent to 34 
per cent ratio of debt to net worth of the age group. 18 to 34, and 
the 22 per cent ratio for the middle-aged consumers 35 to 54 years of 
age.** 
Thus, aged people, were not only more debt free, but those 
spending units which were in debt had not permitted this indebtedness 
to become too large a proportion of their total net worth; and one 
may, therefore, assume that these debts were not too burdensome. 
ECONOMIC JNPLICATIONS OF AN AGING POPm:ATION 
Several major problems of long-range consequence evolve from 
the above analysis. Although a detailed investigation of their impli-
cations is beyond the scope of this research,.· a brief review of their 
nature is essential. Such questions as: the effect of the increasing 
number of aged upon the national economy and the gross national product; 
the impact of retirement policies forced upon the economy; and the 
means by which additional income may be provided for the aged in order 
* 90, p. 620 
** 86, p. 9 
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to augment their present incomes; the total costs of such programs, 
and the additional burden that they would place upon society; and the 
role of the aged worker in the economy,require a considerable amount 
of provocative analysis, but there has been only a limited amount cen-
tered on them, to date. 
Although, to the unsophisticated, the provision of an 
annual income for the aged of some stated amount, such as $5,000. woul~> 
appeat the panacea to their economic difficulties, this1 overlooks 
the more fundamental problem of the equitable allocation of the economic 
goods and services among all groups in the economy. Tb this problem 
the'keys are to be found in the productivity of,laQor and the number of 
workers employed in industry. 
C~ the aged make a contribution to the sharing of this 
economic burden? As has been noted previously, the proportion of the 
aged who are employed in the working force has declined from 68 per cent 
in 1890 to 41.6 per cent in 1951, and every indication points to a 
con~inuatfon of this decline to approximately 36 per cent by 1975. Fur-
thermore, assuming that an additional 600,000 workers could be drawn 
from this group into the labor force, they would have·constituted 
approximately only 1 per cent addition to the labor force in March, 1952. 
To accomplish the same net effect, it would be necessary 
that the work week be increased about 1 per cent, thus adding one-half 
hour per week, an amount equivalent to the contribution of the above 
addition of the aged to the work force. Further, this probably over-
stated the increment required to offset their contribution as they 
are not as productive as younger workers. Thus although this is not an 
attempt to minimize the contribution of these additional aged, it does 
indicate that it would be limited.* 
If the addition of over one-half million aged to the ranks 
of the e~loyed it.lll not make a significant contribution to the gross 
national product, and if they continue to increase numerically, does 
it logically follow that they will constitute an increasing burden upon 
the 'WOrking force, with a resultant lowering of the standards of living 
of all? To answer this, it is necessary to analyze more closely the 
role that the aged can play in the labor force, and the means by which 
their incomes can be augmented. 
~ !II,plo;yment of ~ Aged Worker 
Professor Sumner Slichter, a strong advocate of the e~loy­
ment of the aged, has asserted that to force all those aged 65 and over 
into co~ulsory retirement would effect a twelve billion dollar loss in 
production, equivalent to a 5 per cent reduction in our national income. 
Assuming that the potential e~loyable is one and a half million, they 
could contribute approximately $4,5001 000.00 to the national income if 
they received an annual wage of $3,000.00*f If they could be erqployed, 
it is obvious that they and the economy would be that much better off. 
However, how many of these could actually be employed? 
In recent surveys of the labor reserve, it was noted that 
50 per cent of the men over 65 years of age, but not in the labor force, 
* 96, p. 17 
** 66, p. 106 
0 86 
87 
were also past their 75th birthday. Most of those who were employed 
were farmers, businessmen, or self-employed, and many of them worked part-
time only. 
~her.more, 72 per cent of the OASI unemployed male benef-
\ . 
iciaries stated they were unable·to locate work in March, 1956, and 50 per 
cent of the 2 million men over 65 -w·ho werenot able to work had had no 
work ex.perience since prior to the beginning of World War II. An ad-
ditional one-third of a million of these men had worked during the 
war, but not after it. Of the 4.9 million women not in the labor force, 
4.4 million had had no work experience in the previous ten years.* 
Other factors which tend to limit the market for the aged 
irorker which may be mentioned are the high cost of insurance, bath 
groups and medical: and the retardative effects of pension programs. 
It is difficult to draw generalizations concerning absenteeism exper-
ienced with the aged or their general productivity; but these, too, 
are frequently deterrents to their employment. *~ It must, therefore, 
be assumed that the aged do not constitute a vast labor reserve as is 
sometimes stated. 
Im,pact Upon the Economy of ~ .Aging Population 
If these aged, therefore, are unable to earn enough to cover 
their living costs, how is this necessary income to be provided? Several 
alternatives are suggested, among them being an increase in the amount of 
OASI benefits, the recent increase of Social Security Tax from 2% to 2k% 
* 96, p.l6 
** 53, P•317 
and up to ~ by 1960 being a step in that direction; larger pensions, 
and various forms of private contributions. However, in the interest 
of the society as a whole, can it afford to allocate its income'in this 
direction? Will not this increased e~enditure force a reduction in the 
standards of living of those who are employed and bearing it? The 
question is not one of whether or not our economy can bear it, but 
rather one of decidirlg if fwe wish to spend our incomes to maintain this 
unproductive population. 
Assuming_, therefore, that all the aged who are able and 
willing to work are gi. ven that opportunity, what effect will the burden 
of' the increased costs of-maintaining the balance of the aged population 
have upon the economy? 
·. 
It is obvious that this e~enditure will require additional 
taxation and forced savings in order to provide for the funds for a 
program of this nature. Furthermore, this redirection of current income 
could force ~ curtailment of consumption on the part of those bearing 
the tax burden. If these funds a.re not channeled into market for 
;i;l;lvestment pur,poses, then total e~enditures will fall, the economy will 
turn downward, and unem;plo;yment will follo$-n due course. This will 
bring about an increase i~ co~ensator measures in order to sustain 
consumer and investment demand. Ho"'rever, although basically, this 
release of' funds f'rom Washington is one of' the primary means of attacking 
the problem suggested by the TbwnseDdites, it unfortunately overlooks 
the role of investments. This peculiar factor in our economy is closely 
related to current and prospective demand; and it sometimes declines 
even though consumer demand is running at a very high level, merely 
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because there is sufficient capacity to produce all that is being taken 
by the economy. Thus, what on the surface appeared to be a solution, is 
not one at all; and the answer must be found elsewhere. 
Fortunately, another avenue of investigation remains which is 
seldom mentioned. Although it is recognized that the number of aged is 
steadily increasing, and that a declining proportion of the aged males 
at least, 'Will be in the labor force in the coming year, little re-
lationship is noted bet~7een this fact and the long-term decline in the 
relative number of children in the population. Thus, even though in 
the post-war years the birth rate was abnormally high, it is expected 
to continue its long-run decline, and this 'Will offset the relative 
increase in the number of aged in the population. In 1955, approximately 
28 per cent of the population was under the age o f 15 years, and this 
percentage is expected to decline to about 20 per cent by 1975. 
On the other hand, the number of aged is expected to increase 
from approximately 14 million in 1955 to about 21 million by 1975 ,or 
roughly, by more than 50 per cent. Furthermore, there is some evidence 
that the ratio between the number of persons gainfully employed and 
those not employed 'Will continue the decline that has been evident for the 
past fifty years. This trend has been one of the effects of the grad-
ually declining birth rate, and the increasing ·tendency of women to 
seek a place in the labor force.* 
* 62, P• 130 
CHAPrER III 
METHOD OF COLLECTING THE DATA ON 
;;.;;...=;.;...;...- ---
CONSUMPTION CHARACTERISTICS OF AGED CONSUMERS 
One of the objectives of this study has been to determine 
the similarities and differences in the consumption of consumers over 
65 as compared to that of the general population. Because of the im-
practicality of utilizing a nation-wide randomly selected sample of 
these older consumers, for the purposes of this investigation, the 
research was conducted in a city which has frequently been used as a 
test market by a number of manufacturers of consumer goods. 
Included in this chapter is a descrip~ion of the ~ampling 
methodology used; and in the following three chapters are data ob-
tained by personal interviews with a selected number of these older 
.consumers in this city. Addfuional data pertaining to their purchasing 
habits which have been gathered by other research organizations are 
. 
presented in conjunction with the findings of thfs study in order to 
shed additional light upon the subject. Together, ~hese data present 
a pictu~e of the consumption pattern of these consumers which here-
tofore has not been available. Where possible, these data have been 
compared to local and national findings for the general population for 
effective annalysis. 
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Sampling Methodology 
In order to provide a representative cross-section of the 
universe in the selected city and to permit the calculation of sampling 
errors, a probability sample of the area type was drawn. The universe 
from which the sample was taken consisted of all private dwelling units 
in Boston, Massachusetts in which a person, aged 65 and over resided. 
Institutions, transient hotels, and boarding houses were excluded. In 
addition, no interviews were conduct~ outside the corporate limits 
of the city because of time and economic limitations. 
Essential Assumptions 
Several assumptions were made concerning the distribution 
of the aged in the city since pertinent data~ere lacking. First, it 
was assumed that the aged were distributed evenly throughout the city;' 
and that within each block, they were distributed in proportion to 
their representation in the total corporate city population in 1950. 
Thus, utilizing the 1950 Census data that 77,634 persons aged 65 and 
over resided in the city of Boston, or 9.6 per cent of the population; 
that, on the average 3.2 persons resided in each household; and that 
in each block there was an average of 29.9 households, it was deter-
mined that an average of 95.36 persons resided in each block, and there-
fore, 9.1 of these would be aged 65 and over. 
Second, in order to eliminate any undue weighting of the 
results which could arise if two or more interviews were conducted in 
the same household, it was established that only one interview would 
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be conducted per household. Thus, in those households in which both 
the husband and wife were members of the universe, it was necessary to 
select at''random the one to be included in the sample. 
Third, in order to obtain reliability, it was assumed that 
30 per cent of these consumers owned television receivers; and in 
order to ensure with 90 per cent certainty that the proportions of the 
survey would be within 5. percentage points of the true value of the 
universe, the following formula was used to compute the size of the 
sample: 
N = 2. 71 pq F? 
Where p = the percentage of consumers owning 
television receivers. 
q = the percentage of the consumers not 
owning receivers. 
p;2: the maximum allowable sampling tolerance. 
N = the size of the sample. 
By substitution, it was determined that the size of the 
sample for this study should be 557 persons. 
Selections of ~ Sample 
The first step in the actual selection of the sample was 
the determination of the number of city blocks to be included in order 
to provide a representative sample of the universe. By utilizing the 
data presented in the 1950 Housing Supplement, Boston Biock Statistics 
prepared by the u.s Bureau of the census, it was ascertained that 
there were approximately 29.9 dwelling units per block {the number of 
dwelling units divided by the number of blocks). Further,although 
it was necessary to adjust this estimate in order to compensate for the 
assumption which limited the number of interviews per dwelling unit to 
only one person; over 65. It was assumed, therefore, that the aged 
selected for the sample would be distributed among the dwelling units 
in the same proportion as they were in the total population in the 
cityj that is, one universe member in every 9.6 dwelling units. There-
fore, in order to obtain a sample of 557 persons over 65, it was nec-
essary to include 6,347 dwelling units, or 212 blocks. 
These 212 blocks were selected from the 7,670 blocks in the 
city by means of random numbers,and a complete census of the universe 
was undertaken in these blocks. A special map was prepared for each 
of these blocks showing its boundriesj and one corner was selected 
at random· as a "point of departure" for the interviewer. He was ins-
tructed to contact each consecutive dwelling until the complete block 
had been covered. In those instances in which no contact with a 
member of a household was possible after two call-backs, the inter-
viewer was instructed to inquire at the adjacent dwelling unit, 
concerning the unit which could not be contacted. In those dwelling 
units in which it was ascertained that a person aged 65 and over 
resided, the age, sex, and relationship to th~ head of the household 
of this individual was obtained. In this census a total of 1,929 
persons aged 65 and over were located, or approximately 9.1 aged indi-
viduals per block. 
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TABLE 20 
COMPARISON OF CHARACTERISTICS OF DWELLING UNITS IN RANDOM SAMPLE OF ~~~~~~~-- -- --
212 BLOCKS WITH ALL CORPORATE CITY BLOCKS, BOSTON, 1956 
Per Cent .2f Total Dwellings 
Characteristics And Value 
Random Sample of All City 
212 City Blocks Blocks 
Per Cent of Dwelling Units 
owner-occupied 59-0 59·3 
Per Cent of Dwelling Units 
renter-occupied 39-4 39-l 
Per Cent of Dwelling Units 
with no private bath 9·7 10.6 
Per Cent of dwelling Units 
with no running water or 
dilapidated. 6.3 4.1 
Per Cent of Dwelling Units 
having 1.51 persons per 
room or more 1.8 1.8 
Average monthly Rent of 
dwelling units ($37-09 ) ($40.46 
Average value of One 
dwelling unit structure. ($ 8,778) ($8, 709} 
Source: U.S Bureau of the Census, 1950 Housing Supplement, Boston, 
B~ock Statistics (Washington, D.C.: u.s. Government Printi~ 
Office, 1952. ) 
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Comparison of Sample Blocks With Al:L CitY Blocks 
Data pertaining to the selected 2l2 blocks and the cor-
porate city are presented in Table 20. Comparisons of these char-
acteristics for the selected blocks with the statistics compiled by 
the Bureau of the Census for all city blocks indicate that close 
agreement existedj and that therefore, these blocks represented an 
effective, reliable sample of the dwellings in the city of Boston, 
Massachusetts. 
The addresses of the aged thereby obtained, each of these 
members of the universe was assigned a number in order that a final 
sampJ.e could be drawn. Recognizing it would be impossible to 
achieve perfection in carrying out the sample procedure because of the 
inability to contact certain respondents who would not be at home, 
would re~use to cooperate, would be too ill or for some other reason 
could not be interviewed, it was necessary to anticipate these losses 
and to include a larger number of addresses in the total sample than 
was necessary for the desired sample size. Therefore, the total number 
of persons to be contacted was increased to 700, thereby providing for 
an attrition rate of 25 per cent. 
Field Operation 
To ensure a maximum number of complete interviews, most of 
the respondents were contacted durin~ the late afternoon and early 
evening hours and on Saturdays. The number of callbacks necessary in 
order to obtain information from those who were "hard-to-contact", 
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such as those not at home, uncooperatives, ill, .etc., was limited to 
sex. In order to keep this number at a minimum, after the third call, 
·the interviewer was instructed to telephone the respondents in order 
to make an appointment. The selected respondents who were not in-
cluded in the final sample are presented in Table 21 by age and reason 
for exclusion from the study. It is noticeable that 29 per cent were 
too ill to cooperate. Before initiating the field work, each of the 
four interviewers was given an intensive tra~ning program during 
which he was instructed concerning the various phases of the study. 
Explanations included the selection of the respondent, the determin-
ation of the proper dwelling, the importance of making call-backs, 
and most important, the specific technique to be followed in conducting 
the interview. Each interviewer was particul~rly cautioned to read 
the questions as they were formulated on the questionnaire; and they 
were given instructions pertaining to the various forms of interviewer 
bias and the proper technique of probing. Finally, in order to ensure 
interviewer reliability, each interviewer was notified that each of 
the respondents would be contacted later by mail in order to ascertain 
the reliability of selected information requested in the questionnaire. 
After the interviewers had received their instructions, the field work 
was undertak~n during the period from October through December, 1956. 
Sampling Errors 
Decisively important in this study is the significance of 
the data obtained in the study and the similarity that would exist 
TABLE 21 
NUMBER AND PERCENTAGE DISTRIBUTION .QE CONSUMERS AGED 65 ~ OVER WHO 
~EXCLUDED FRCM SAMPLE, BY CAUSE FOR EXCLUSION, BOSTON, 1956 
Consumers Aged 65 and Over 
Cause for Exclusion 
Number Per Cent 
---
Uncooperative 63 46 
Tbo Ill to be Interviewed 39 29 
Mentally Unable to Communicate 8 6 
Unable to be Contacted 8 6 
Deaf or Dumb 7 5 
Moved from Address 7 5 
Unable to Speak English 4 3 
Deceased 1 1 
Total 137 100 
Source: Survey of purchasing habits of senior citizens, Boston, 
1956. 
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between these data and those which would be available if the entire 
universe had been interrogated. One of the major advantages of pro-
bability sampling is that it is possible to estimate the relative 
degree of dispersion in the data which would occur if a sizeable number 
of different samples of similar size had been drawn. This relative 
variation, or sampling error, is frequently defined as two standard 
ervors; or that range within which 95 times out of 100 the true value 
for the universe will be found. For example, for the sample of 557 
persons under investigation, if 60 per cent of the respondents gave 
a specific answer, the sampling error would be approximately 6 per-
centage points. This sampling error implies that if a value of 6o 
per cent were obtained by interviewing the entire universe, the value 
for the answer derived in the sample study would fall between 54 per 
cent and 66 per cent in 95 out of 100 repeated surveys. Further, if 
the'finding was 5 per cent, the sampling error would be 3 per cent; 
that is, in 95 times out of 100, the frequency of that finding would 
fall between 2 per cent and 8 per cent. 
The Final Sample 
Demographic variables pertaining to the final sample are 
presented in Appendix A, and it may be noted that these data are 
reasonably consistent with the statistics compiled by the Bureau of 
the Census for the universe in 1950. A brief summarization of these 
characteristics is essential for a clear understanding of the market 
under.investigation. 
Sex 
The sample for this study was comprised of 267 mal~s and 290 
females, constituting 48 per cent and 52 per cent, respectively. The 
similarity of these data with those of the Census for 1950, indicates 
that the sample is representative of the population. (Appendix A). 
Approximately 40 per cent of the sample consisted of con-
sumers in the age group, aged 65 to 69j and an additional 28 per cent 
were in the group aged 70 to 74j and the remaining 32 per cent 
were over 75 years of age. These data when compared to those of the 
Census indicate that the sample was representative of the universe in 
the city of Boston as well as the population in the United States 
in respect to this characteristic. 
Marital Status 
The marital status data of the sample are not as represen-
tative of the universe in Boston or that in the nation. Although the 
proportions of single and divorced individuals in the sample were 
similar to those for the city and the nation, the proportion of married 
persons was higher in the sample and the relative number of widowed 
individuals was lower. It is noticeable, however, that the proper-
tion of widows in Boston was less than in the nationJ and, therefore, 
the sample was more representative of the city than the nation. 
These discrepancies, however, are not considered to be significant 
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for the purposes of this analysis. 
HOusehold Status 
The household status of these persons in corporate Boston 
in 1950 was reasonably typical of the nation's aged, and this was 
exemplified also in the sample. Approximately 57 per cent of the res-
pondents maintained their own households, and an additional 21 per cent 
were living with their spouse. Sixteen per cent of these persons 
resided in the homes of their children, which is reasonably consis-
tent with the data for the metropolitan area and the urban areas of the 
United States. It should be noted that quasi-households were excluded 
.in this study. 
Income 
This demographic variable, previously discussed, is a sub-
ject of constant investigation, and considerable variance exists among 
these estimates. The income data for this study are no exception. 
Although approximately 60 per cent of the aged interviewed stated their 
incomes to be under $1,500. a year, which is not inconsistent with the 
Census data for the city and the nation, a significantly lower pro-
portion stated they did not receive any income that was reported by 
the Bureau of the Census for the city and the United States. 
Some explanation of this apparent discrepancy is necessary 
therefore, in order to substantiate the reliaality of the sample. One 
logical explanation which has been previously mentioned is that these 
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individuals do not report all of their incomes to the Census enumer-
ators, a point substantiated by the Internal Revenue Service Further, 
the Data for this study are for 1956, a year of relative prosperity 
as contrasted to 1949, the year for which the Census data were obtained. 
There also had been a considerab.le broadening effect of the Social 
Security program pension plans, etc., in the intervening years and this 
had undoubtedly augmented the incomes of these persons. Moreover, 
there has been a general rise in the proportion of the middle income 
group of the nation, and it is logical to assume that the aged had 
shared in this rise to some extent. 
Another logical explanation of this variance is to be found 
in the various interpretations these individuals may have given to 
the term: 11 income". This is evidenced in the survey by the number of 
persons who stated that their sources of income included their rel-
atives, savings, etc.,; none of these being considered as income sources 
by the ~ureau of the Census. Finally, if the Census tracts of the city 
are arrayed by median famil~ income in 1949, it is noticeable that 34 
per cent of the final sample was selected from tracts in which the 
median family income was in the fourth quartile, and that only 15 per 
cent of the respondents were drawn from tracts in the first quartile. 
This indicates that the over-65 persons tended to reside in the lower 
income sections of the city. 
Other Factors 
Other demographic characteristics of these individuals such 
as: data on the racial composition and the employment status of the 
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aged also are reasonably consistent with those of the city and the 
nation with the exception of the relative number in the sample who 
were employed, and the complementary number unemployed. T.his increment 
in the number of employed can, to a large extent, be eXPlained by the 
difference in the economic conditions prevailing in the two periods 
when the data were compiled. 
Types of Data Secured in Consumer Survey 
As has been noted previously, there is a paucity of data on 
the purchasing habits of the older consumers available. During the 
last few years, the University of Michigan's Survey Research Center in 
collaboration with the Board of Governors ofihe Federal Reserve System 
has undertaken annual surveys of consumer attitudes and buying intenticrs 
and frpm these, some information pertaining to the purchasing habits of 
these oldsters is available. Information on the purchases of automo-
biles, furniture, and major household appliances has been recorded for 
selected years; and data are presented relevant to their savings, home 
ownership, assets, debt status, and net worth. These were previously 
mentioned in Chapter III. 
Food and drug consumption data for these older consumers also 
is very limited quantitatively and are usually incorporated in surveys 
of the general population. Furthermore, in drug and food surveys these 
oldsters are included usually in the 45-and-over age group, and the 
data are of limited applicability. The information on leisure-time 
utilization, travel, home ownership and building plans are treated 
similarly. However, a few studies, primarily of sociological signif-
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~cance, have been undertaken in a few cities and from these, light is 
cast upon leis~e-time activities of the over-65 consumers in those 
cities. 
To secure information on these and related subjects, spec-
ifically applicable to these older consumers is, therefore, one of the 
purposes of this investigation. In brief, the following subjects have 
been covered in this survey: food purchasing and consumption habits of 
these consumers; their clothing preferences and purchasing difficulties; 
their expenditures for drugs and medical care; the physical infirmities 
of the aged; and their cosmetic and toiletry consumption. 
In addition, the degree of ownership among the consumers of 
appliances, furniture and other durable goods will be determined; and 
their purchasing plans of durable goods for the future will be ascer-
tained. Data will be gathered on their leisure-time activities, and tre 
prevalence of vacationing and traveling among these consumers. Infor-
mation will be obtained on their attitudes pertaining to their future. 
Finally, research will be conducted on their attitudes toward the util-
ization of illustrations of older people in advertisements which are 
directed specifically to this consumer group. The questionnaire which 
was utilized in this study is presented in Appendix B. 
Limitations 
The aged are considered to be one of the more difficult seg-
ments of the population from which to solicit information and, to some 
extent, ~his complication was experienced in this survey. This general 
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reluctance to cooperate arose as the result of several characteristics 
of the aged. Several of the respondents experienced difficulty in 
communicating; either because of a lack of knowledge of the English 
language or the problem of semantics. In addition, although it was 
recognized that all consumers are inarticulate, this is particularly 
true of the aged; and even though cognizance was taken of these lim-
itations when the questionnaire was prepared, not all the difficulties 
were prevented from occuring. 
Further, in soliciting some of the information in this 
study, considerable reliance was placed upon the memory of the res-
pondent. Recognizing this limitation of the aged, several stimuli· 
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were utilized to aid them in recalling the information requested. 
Techniques, such as wording of the questionnaire, encouraging the res-
pondent to relax, and the developing of rapport, and questioning "on the 
time-line" as well as using aided-recall questions were incorporated 
to minimize this limitation. Several of the questions were printed on 
separate cards and given to the respondent in order to stimulate their 
interest and to aid them in for.mulating their responses. Nevertheless, 
a cautious interpretation is essential for some of these data, par-
ticularly those pertaining to food and drug consumption habits of these 
respondents during their senior years. 
Other limitations, such as errors of non-response and skep-
ticism expressed by the aged concerning the possibility of the study 
being merely the preliminary step in a sales talk, the desire to remain 
anonymous, and the attitude that the information requested was too 
personal are not untypical of consumer surveys in general. Finally, 
it must be mentioned that in certain instances the data are based upon 
the respondent's personal evaluation of his own situation rather than 
that of authorities on the respective subject. The socio-economic and 
medical findings are attitudinal data of this nature. Subject to these 
limitations, however, the following analysis of this study throws some 
light upon the purchasing habits and consumption pattern of these over-
65 consumers. 
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CHAPTER IV 
CONSUMPTION OF FOOD AND CLOTHING BY CONSUMERS 
AGED 65 AND~ 
Chapters II and III have been concerned primarily with 
certain demographic data pertaining to the aged in the United States. 
This chapter presents data on the consumption of food and clothing by 
consumers aged 65 and over in Boston, Massachusetts, which were ob-
tained in the survey described in Chapter IV. 
Approximately 40 per cent of the family income of persons 
over 65 is spent on food and, therefore, information pertaining to 
their food shopping and consumption habits is of particular marketing 
significance.* That these consumers constitute a sizable market is 
indicated by the fact that three-fourths of them had purchased gro-
ceries in the two-week interval prior to the time they were interviewed. 
As is typical of the general P?Pulation, a larger proportion of women 
than men had purchased groceries, but it is noticeable that 78 per cent 
of the married men had also purchased groceries, thereby indicating that 
they were assisting their wives in the performance of this function. 
* 43, 1?· 111. 
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TABLE 22 
TYPE OF SERVICE OFFERED BY GROCERY STORES IN WHICH CONSUMERS AGED 65 
AND OVER LAST PURCHASED GROCERIES, BOSTON, 1956 
~ of Service 
Self-Service 
Non-Self-Service 
Other 
No Information 
Total 
Consumers Aged 65 and ~ 
Number 
339 
71 
4 
4 
418 
Per Cent of Total 
-------
t'l 
17 
1 
1 
100 
Source: Survey of Purchasing Habits of Senior Citizens, 
Boston, 1956. 
_, 
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Use of Self-Service Stores 
Although it is assumed that the aged are reluctant to pur-
chase their groceries in self-serve stores because of the lack of 
service, and the walking required and, therefore, prefer the clerk-
serve establishments, 81 per cent of these consumers had purchased 
their groceries in self-serve stores (Table 22)~ Moreover, 89 per 
cent of these stated that this was the store they generally patron-
ized. 
~ ~ Non-Self-Serve Stores 
Several reasons for not patronizing self-serve stores 
were expressed by the remaining 19 per cent of the consumers who had 
purchased groceries. About two-fifths of these stated they purchased 
at their present retail establishments because they liked the per-
sonalities of their salespeople. In addition, 30 per cent either 
did not have the necessary transportation, or thought the location 
of a self-serve store was too far from their homes. 
Although it is noticeable that the aforementioned are not 
specific criticisms of the self-serve method of operation, about 38 
per cent of these consumers did state they had difficulty in locating 
items in 'self-serve stores, found shopping in them too time consuming, 
had to do too ~uch walking, and had difficulty in reading the labels 
' 
on the containers. Less than 1 per cent stated they refused to pat-
ronize these stores because they carried self-serve meat, an innova-
tion which is mentioned frequently as being opposed by older consumers. 
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TABLE 23 
NUMBER AND PER CENT OF CONSUMERS AGED 65 AND OVER WHO HAD PURCHASED ==;;;;_____ _ ________ ......;,.. __
SELECTED GROCERY J?RODUCTS DURING THE PAST TWO WEEKS, BY TYPE OF 
PRODUCT, BOSTON, MASSACHUSETTS, 1956 
Grocery Product -a 
Instant Coffee 
Frozen Orange or other 
Frozen Juices 
Frozen Vegetables 
Frozen Dinners, Beef Pot Pie, etc. 
Foods Packed in Water 
Canned Strained Baby Foods 
~ozen Fish Sticks 
Foods packed without Salt 
Frozen Tuna Fish Pie 
None 
Total 
Grocery Shoppers , Aged 
65 and Over --
Number Per Cent of Total -b 
225 50 
153 34 
153 34 
63 14 
63 14 
59 13 
41 9 
41 9 
14 3 
90 20 
450 
-a Fifty per cent had purchased some frozen food item in the pre-
ceding two weeks. 
-b Percentages do not add to 100 ~ecause some respondents mentioned 
more than one product. 
Source: Survey of Purchasing Habits of Senior Citizens, Boston, 
Massachusetts, 1956. 
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ltmay be noted that the criticisms pertaining to the self-serve type 
of operation could be attributed to the immobility or sight limitations 
of the respondents~ frailties which are typical of the older population. 
Several recommendations evolve from the above which should be 
beneficial to retailers who are catering to these consumers. To the 
extent practicable, food products which are purchased primarily by 
the aged, should be in one department in the self-serve stores. For 
example, dietary products and strained or chopped foods could be in 
one group. Further, in those areas where the over-65 consumers con-
stitute a sizeable per cent of the population, selected employees should 
be provided to assist them. Labeling problems could be solved by the 
utilization of larger, clearer, and more distinct printing on the con-
tainers, which, incidentally, would benefit not only the aged, but also 
the balance of the population. 
Acceptance of Food Innovations 
In recent years, a wide variety of food innovations such as 
frozen orange juice, frozen dinners, frozen vegetables, instant coffee, 
etc., has been introduced to the market, and has received widespread 
acceptance. Of the groups who were interrogated in this study, over 
80 per cent of those who had purchased groceries in the preceding two 
weeks had purchased some of these innovations included by the survey. 
(Table 23) Approximately 34 per cent had purchased some kind of frozen 
juice a~ compared to 62 per cent of the households in the city. Further-
more, 34 per cent had purchased some kind of frozen vegetables; and, 
even more noticeable, 50 per cent had purchased instant coffee, as 
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TABLE 24 
REASONS EXPRESSED BY 85 CONSUMERS AGED 65 AND OVER FOR THE PURCHASE OF 
FROZEN FOODS, BOSTON, MASS. , 1956 
Reason 
Out-of-Season Foods Available 
the Year Round. 
Time Saving--Quick to Use 
Easy to prepare 
No Waste 
Easy To Store 
More Economical Than Fresh 
Easy to Purchase 
Nutritional--Healthful 
Look Like Fresh Vegetables 
Do Not .Have to Consume Entire 
Package at one Time 
Uniform Quality 
Other 
Total 
Replies of Consumers 
Aged 65 and Over -a 
Number 
24o 
169 
136 
61 
56 
52 
33 
33 
24 
19 
9 
113 
470 
Per Cent of 
Consumers 
51 
36, 
29 
13 
l2 
ll 
7 
7 
5 
4 
2 
24 
200 
-a Each respondent was requested to indicate the two major reasons 
for purchasing frozen foods and therefore 170 replies were rec-
eived, and the percentages add to 200 rather than 100. 
Source: Survey of Purchasing Habits of Senior Citizens, 
Boston, Mass., 1956. 
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compared with 67 per cent of the city households in 1955· Although the 
acceptance of these products by these aged tended to lag behind the 
pattern for the general population, the degree of acceptance does suggest 
a desire by these consumers for convenience and their willingness to 
purchase products which enable them to fulfill this desire. 
The motives for purchasing frozen foods expressed by these 
consumers were typical of those of the general population (Table 24). 
The ability to purchase certain foods throughout the year was the most 
frequently expressed reason for purchasing frozen foods, and approx-
imately 51 per cent of the users mentioned it. The next most impor-
tant reasons were that they enabled the consumer to save time and 
that these products were easy to use. The absence of waste in this 
type of product was mentioned by 13 per cent of these consumers, and 
ease of storage and economy also were mentioned frequently. Thus, 
although the over-65 consumers had not accepted these new food products 
as readily as the general population, their reluctance is not as great 
as is sometimes presumed. The desire for convenience, variety in meal 
preparation, economy, ~tc., are similar tp those expressed by other 
consumers and they represent a substantial market for these types 
of products. Furthermore, it is logical to assume that in future years 
those who are now in the under-65 age group will at least maintain 
their present acceptance of frozen foods. 
Special Food Preparations 
In recent years an increasing number of manufacturers have 
introduced specialty foods which are frequently referred to as "health-
-foods". To a large degree, these have been developed for the 
dieting section of the population; and two of the most widely accep-
ted have been those packed in water or processed without salt. It is 
noticeable, therefore, that 14 per cent of these consumers who had 
purchased groceries had bought some food packed in water and 9 per 
cent of these consumers, or 9 per cent of the total sample, had purchased 
canned, strained foods presumably those which were primarily intended jr 
consumption by infants. Although it might be assumed that these latter 
purchasers were on same for.m of restrictive diets, actually only 23 
per cent stated this to be true. 
The significance of the latter purchasing practice requires 
further elaboration. Evidently, a number of the aged, particularly those 
living alone or in small households, had found these foods palatab~e as 
well as economical. Furthermore, because the left-over problem is min-
imized, these products enabled them to obtain more variety in their 
meals. This points up the need for a small container for this type of 
product by these consumers, a point which has not been overlooked by the 
H.J. Heinz Company, nor the Gerber Foods Company, although the latter 
company has hesitated to enter this field because of their reputation 
as the producer of baby foods exclusively. 
Food Consumption Pattern Changes After 
The~~ Sixty 
That significant dietary changes have been effected by these 
older consumers after they had passed the age of 60 is clearly evidenced 
in Table 25. Of the 23 products most of which may be classified into 1E 
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seven basic food groups necessary for health, only 8 were being con-
sumed by at least 50 per cent of these consumers at the same rate as 
when they were 60. Of the remaining 15 products, a majority of these 
consumers had either increased or decreased their consumption, or did 
not include them in their diets. Furthermore, 23 per cent mentioned 
at least one food product they had discontinued consuming since they 
were 6o (Appendix c). 
No Consumption Change 
Although it was considered beyond the scope of this study to 
ascertain the daily consumption of these various foods by these con-
sumers, certain broad generalizations may be drawn from these findings. 
Thus, it ,is noticeable that the consumption patterns of fruits and 
vegetables, mild cheese, beef, poultry, and regular bread and coffee 
had remained approximately the same for at least 50 per cent of these 
consumers,. It is conceivable that they were not consuming the recom-
mended amounts of fresh vegetables, fruits, and dairy products as the 
general population is deficient in the consumption of these products. 
This is similar to the results of a dietary study of the aged conducted 
in Westchester County, New York, which ascertained that 59 per cent of 
these older persons were not receiving the proper amount of yellow and 
leafy green vegetables, and that dairy products and citrus fruits were 
excluded more frequently than recommended.* However, it may be noted 
that about 15 per cent of these consumers in the present study were 
* 35, P· 232. 
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consuming more fresh fruits and vegetables than when th~y were 60, 
and thus were tending to overcome this dietary deficiency if it had 
existed in their case. Other products which were being consumed to a 
greater extent were beef and poultry, sources of protein and the Vit-
amine B complex. 
Decreased Consumption 
There is considerable duplication of the foods which were 
being consumed to a lesser extent by 10 to 15 per cent of. these old-
sters, and those which had been eliminated entirely from their diets. 
The decreases in the consumption of cheese, pork, veal, spicy foods, 
cake, pie and candy were largely based on gallbladder irritation or 
. 
were for other health reasons. Dietary and digestive difficulties 
were frequently stated as the reasons for excluding pork, cakes, pies, 
and candy from their diets. Further, it is noticeable that spicy 
foods were being consumed less or had been'eliminated completely by 
almost 69 per cent of the respondents. The consumption of beer and 
wine also had been reduced or eliminated by approximately the same 
number of persons. It is noticeable that only one person-stated he 
was tired, of eating a particular food product, thus indicating that 
the vast majority of the aged still continue to enjoy a wide variety 
of foods, but sometimes had been forced to discontinue their con-
sumpti0n as the result of digestive or health limitations. Further, 
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only three of these consumers stated they had discontinued the consumption 
of any food product because of dental difficulties. 
TABLE 26 
PREVALENCE OF DIETS AMONG CONSUMERS AGED 65 AND 
OVER AND mYPES OF DIETS, BOSTON, 
MASS., 1956 
Consumers Aged 65 and Over 
Prevalence of Diets and 
~of Diet -
On Diet 
Not On Diet 
Don't Know 
Total 
Low Sodium 
Reducing or Low Calorie 
Low Bulk or Soft 
Diabetic 
Other 
No information 
Total 
Number 
123 
429 
5 
557 
39 
20 
20 
20 
19 
5 
123 
Per Cent 
Of Total 
22 
77 
1 
100 
32 
16 
16 
16 
16 
4 
100 
Source: Survey of Purchasing Habits of Senior Citizens, Boston, 
Mass • , 1956. 
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Aged ~,Diets and Types of diets 
Additional substantiation of the conclusion that they were 
confronted with eating restrictions is provided by the finding, in 
Table 26, that 22 per cent of the respondents reported they were on 
diets. Several types of diets were mentioned, but the most pre-
vale~t, the low-sodium diet, was mentioned by 32 per cent of the 
dieting consumers, all of whom were women. Presumably, these persons 
were following this type of diet on the recommendation of a physician, 
probably because of diseases of the heart, kidneys or circulatory 
system. Sixteen per cent of those on diets reported they had diabetes; 
and, therefore, were required to reduce their sugar consumption. A 
similar number. were restricting their food consumption in order to 
reduce their weight; and 16 per cent stated they were on low-bulk or 
soft diets. 
Marketing Significance 
It is not unreasonable, therefore, to assume that a sizable 
market for dietary products exists among the aged; particularly for lo~ 
sodium products, or those packed either in water, or with low sugar 
content. Further, there is a definite need for products which are 
simple and easily digested by those on the soft diets. In general, 
these foods must be free of coarse fibers and tough particles, and 
strongly flavored foods also should be excluded. That some of these 
foods would appeal to those not on diets is also a logical assumption 
based upon the previous data. 
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TABLE 27 
PREVALENCE OF DINNER ENTERTAINMENT FOR FRIENDS, REIATIVES, AND CHILDREN 
AMONG CONSUMERS AGED 65 AND OVER, AND FREQUENCY OF ENTERTAINMENT, 
BOSTON, MASS , 1956 
Consumers Aged 65 and Over 
Prevalence of Dinner 
Entertainment and 
Frequency 
Entertain 
Do Not Entertain 
No Information 
Total 
Frequency of Entertainment 
At Least Once a Week 
Two to Three Times a Month 
Once a Month 
Every Two or Three Months 
Infrequently 
On Major Holidays Only 
No Information 
Total 
Number 
323 
228 
6 
557 
100 
68 
55 
19 
55 
23 
3 
323 
Survey of Purchasing Habits of Senior Citizens, 
Boston, Mass., 1956. 
Per Cent 
of Total 
---
58 
41 
l 
100 
31 
21 
17 
6 
17 
7 
l 
100 
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Dinner Entertainment 
Although many of the over-65 consumers stated they had 
various physical limitations, and their incomes were low, over 58 
per cent still continued to invite their friends or relatives to 
their homes for mealtime entertainment {Table 27). Furthermore, 
this means of entertainment was a frequent occurrence. Thirty-one 
per cent of those entertaining stated they did so in this manner at 
least once a week, and 69 per cent, once a month or more frequently. 
The implications of this desire for conviviality are 
readily apparen,t. It need not be assumed that these people are 
lavish entertainers to envision that a definite market exists here 
for a wide variety of products. For example, foods that are easily 
prepared, would be desirable as the physical capacities of these con-
sumers are limited. Such appliances as dishwashers certainly would 
appeal to them, particularly those with arthritis and similar physical 
disabilities. Furthermore, it is logical to assume that these persons 
would be interested in the appearance of their homes and wish to 
provide their friends and children with entertainment and thereby con-
stitute a market for television sets, air conditioners and comfortable 
furniture. That some of these consumers were contemplating such pur-
chases was substantiated by their statements concerning their purchasing 
plans for the coming year. 
CLOTHING CONSUMPl'ION 
It is accepted generally that the older consumers do not 
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enter the clothing market as frequently as do those of lesser years, 
nor are their annual clothing expenditures as large. This assertion is 
substantiated by a survey conducted in Detroit in 1948 which indicated 
that these individuals spent 8.6 per cent of their income for clothing 
as compared to approximately ~ per cent for the remainder of the 
families.* Although there may have been some change in this finding 
since that time, there is no evidence to refute the general pattern. 
' Nevertheless, although their clothing requirements are not 
as extensive , they do exist, and these consumers have definite desires 
which should be fulfilled. Furthermore, it cannot be assumed that over-
65 consumers are interested in the same clothing as are their younger 
contemporaries; but on the other hand, it is hazzardous to conclude 
that merely because of their age, they are content to wear only somber 
clothing of conservative design. That th~se consumers refuse to permit 
themselves to be stereotyped is evident from the findings which follow. 
Clothing--Women 
Clothing Color Preferences 
Without discussing the psychological motivating factors 
behind the change, it is evident that these older women are altering 
their concepts concerning the appxopriate clothing styles and colors 
of their former peers. When interrogated concerning their opinion 
on the assumption that older women should consider their age and con-
fine themselves to darker clothing (Table 28), only 22 per cent 
* 43, p. 111. 
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TABLE 28 
ATTITUDES OF WOMEN AGED 65 ~OVER TOWARD THE RELATIONSHIP BE~ 
COLOR SHADE OF CLOTHING AND AGE, BOSTON, MASS., 1956 
Attitude 
Wear Whatever Colors 
Person Desires 
Should Not Wear Dark 
Colors Only 
Wear Dark Colors Only 
Wear Light Colors Only 
Undecided 
No inforniation 
Total 
Women.Aged 65 ~Over 
Number 
122 
78 
64 
~0 
3 
3 
290 
Per Cent 
of Total 
42 
27 
22 
7 
1 
1 
100 
Source: Survey of Purchasing Habits of Saior Citizens, Boston, 
Mass. , 1956. 
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concurred with this attitude. Counterbalancing these, however, were 
27 per cent who professed the opposite viewPoint; that is: the older 
consumer should never wear darker clothing. To this latter group may 
be added an additional 6 per cent who stated that the older individual 
should wear lighter colors in order to give herself more youthful ap-
pearance. Refusing to associate the color factor with age were 42 
per cent of the women who maintained that the deter.mining factor should 
be the individual's personal pneference. Thus, if lighter colors 
appeal to her, these were the colors she should wear regardless of her 
age or what some people asserted was more appropriate. Further sub-
stantiation of this desire to retain a more youthful appearance by 
these senior women is indicated by the finding that 54 per cent liked 
prints of bright colors in their dresses as compared to 33 per cent 
who stated otherwise. 
Specific Color 
As could have been anticipated from the above, no univer-
sality existed in the color preferences of these consumers. Approx-
imately 49 per cent stated they like blue, with-an add~tional 10 perc~ 
specifying navy blue or some other darker shade of this color. About 19 
per cent preferred dresses which were brown or tan and an additional 16 
per cent favored gray. One-third of the women, primarily those over 75 
years of age, preferred black. Ten per cent stated they selected dresses 
in the lighter colors. It is noticeable from the large response that 
not only did the color preferences of these women vary widely, but also 
that the majority did not prefer any color exclusively. In general, it 
may be concluded from the colors stated, however, that although they 
definitely did not prefer black, the majority of the women did prefer 
the more subdued colors (Appendix D). 
Dress Size 
From Appendix D it may be noted that 42 per cent of these 
consumers selected dresses in the half-sizes, indicating a desire for 
clothing with a short waistline, fully cut. A larger proportion of 
the women purchased dresses in the larger sizes, 36 to 44, and the 
half-sizes than did the general population, and relatively fewer 
purchased the smaller sizes from 10 to 16. 
Sleeve Length 
Corresponding to the previously mentioned shift away from 
conservatism in dress by these women were their preference~ for sleeve 
length on their dresses. Although some stated they believe their arms 
were unattractive and therefore, desired to conceal them with long 
sleeves, the majority were more concerned with the season of the year 
when selecting sleeve length. Alghough 58 per cent of the women pre-
ferred the quarter-length sleeve for summer, only 19 per cent desired 
them on winter dresses; and 20 per cent selected the three-quarter 
length sleeve for summer dresses in contrast to 37 per cent who stated 
this preference for winter dresses. It is noticeable that 31 per cent 
of these women mentioned that for winter dresses they desired full 
length sleeves, thereby probably indicating their concern about the 
warmth of the dress ( Appendix D). 
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TABLE 29 
CLOTHING PURCHASING PROBLEMS STATED BY WOMEN AGED 65 AND OVER, BOSTON,l956 
Clothing Purchasing Problem 
Dresses do'Not Fit Properly 
Variety of Dress Styles is 
Too Limited 
Women ~ 65 and Over 
Per Cent 
of T'O'tai -a 
26 
23 
Number of Dresses in Larger Sizes is too Limited 19 
Dresses are Too Juvenile in Appearance 13 
Dresses are Too Mature in Appearance 13 
Suits do Not Fit Properly 14 
Stockings Are Too Sheer 11 
Colors Are Too Drab or Dull 11 
Colors are Too Bright 11 
Variety of Dresses for Slender Women is 
Too Limited 9 
Clothing is Not Warm Enough 4 
Other 13 
No Problems 38 
-a Percentages add to more than 100 because some women mentioned 
more than one problem. 
Source: Survey of Purchasing Habits of Senior Citizens, Boston, 1956. 
Clothing Purchasing Problems 
Evidence presented in T.abel 29 shows that the clothing which 
was available did not complet~ly fulfill the needs of these older women. 
This is clearly presented by the finding that 62 per cent of them 
mentioned at least one purchasing problem. Twenty-s~x per cent stated 
that the dresses did not fit properly; and 14 per cent criticized suits 
on the same basis, indicating that the merchandise had probably been 
styled for the younger generation. Moreover, 23 per cent considered 
the variety of styles available for their selection was too limited; 
and 19 per cent mentioned that the selection of dresses for larger women 
was also less than they desired. It is significant that 13 per cent 
thought the dresses were too juvenile in appearance, but that a similar 
proportion felt precisely the opposite, indicating again that it is 
impossible to develope one stereotype for all older consumers. 
Clothing--~ 
Clothing OWnership El Older Men 
Although it has previously been noted that men over 65 spent 
a smaller proportion of their income for clothing, the findings of this 
study indicate that it is erroneous to assume their wardrobes were very 
meager. From a perusal of Table 30, the extent of the wardrobes of 
these men may be ascertained. Over 90 per cent of the respondents 
stated they owned a year-round suit, a pair of year-round shoes, one 
or more dress or business shirts, and an overcoat, o~ top-coat. Betwem 
70 to 90 per cent included in their wardrobes at least one of the 
TABLE 30 
OWNERSHIP OF SELECTED CLOTHING ITEMS INDICATED BY MEN AGED 65 AND OVER 
IN BOSTON, l956, AND BY MEN IN SELECTED AGE GROUPs IN THE uNITED STATES 
- - ----1948, 1949 - ---
Item of Clothing 
Shoes for Year-Round Use 
Year-Round Suit 
Business (Dress) Shirt 
Overcoat or Topcoat 
Felt or Winter Hat 
Summer Suit 
Sport Shirt 
Summer Shoes 
Extra Trousers 
Straw Hat 
Cap 
Nylon or Other Synthetic 
Fiber Shirt 
Sports Jacket 
-a 1956 
-b 1948 
-c 1949 
Boston 
65 Years 55 Years 
and Over -a and Over -b 
1000/o 
98 
97 
95 
88 
77 
75 
73 
72 
58 
58 
29 
25 
37 
38 
57 
United States 
65 Years 
and Over -c 
9}. 
87 
8 
Source: Survey of Purchasing Habits of Senior Citizens, Boston, 
1956, United States, 1948: u.s. Department of Agriculture, 
Bureau of Agricultural Economics, Miscellaneous Publication 
No. 706, Men's Preferences 'Among Selected Clothing Items, 
(Washington, D.C.: u.s. Government Printing Office, 1949, 
pp. 84, 193, 132, 1949: u.s. Department of Agriculture, 
Bureau of Agriculture Economics, Agricultural Bulletin 
No. 64, Men's Preferences Among Wool Suits, Coats and 
Jackets (Washington, D.C.: u.s. Government Printing Office, 
1951) ' pp. l2' 70,, 89. 
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following: a summer suit, felt hat, pair of extra trousers, sport shirt, 
and a pair of summer shoes. Either a straw hat or a cap, or both were 
owned by the majority of these men. It is noticeable that approximately 
25 per cent of these men owned at least one sports shirt and one-fourth 
possessed a synthetic fiber shirt, items which appeal primarily to youn-
ger men. 
If one may assume that the wardrobes of these over-65 males 
were reasonably representative of those of their peers in the United 
States, it would appear from Table 30 that these older men have become 
more clothes conscious than those who were interviewed in two earlier 
surveys. It is significant that only 8 per cent of the men aged 65 
and over previously interviewed, owned a sports jacket.* Thirty-eight 
per cent of the consumers over 55 years of age in 1948 owned ~t least 
one sport shirt as compared to three-fourths of the men included in 
the current study. Moreover, of those over the age of 55 interviewed 
previously, onlY** 57 per cent had an extra pair of trousers for dress, 
but 71 per cent of men in this study possessed them. These men also 
were more conscious of the need for different attire in the different 
seasons; 58 per cent owned straw hats, and three-fourths of them pos-
sessed summer suits as contrasted to only 37 per cent of the over-55 
men in 1948. Even though quantitative data were not obtained in this 
study, and comparable data from these previous studies are limited, it 
is evident that these men have increased the variety of their wardrobes 
as compared to those previously interviewed. 
* 99, P· 70. 
** 98, p. 84. 
TABLE 31 
CLOTHING PURCHASING PROBLEMS STATED BY MEN AGED 65 AND OVER 
BOSTON, MASS. , 1956 
Clothing Purchasing Problem 
Per Cent 
---Number of' Total -a 
Suits do not Hold their Press 29 ll 
Leather in Shoes is Too Stiff' 29 ll 
Suits do not Fit Properly 29 ll 
Suit Colors are too Youthful 24 9 
Clothing is Not War.m Enough 16 6 
Suit Colors are Too Drab or 
Colorless 13 5 
No Problems 162 61 
Number of' Respondents 267 114 
-a Percentages add to more than 100 because some men mentioned 
more than one problem. 
Source: Survey of' Purchasing Habits of Senior Citizens, Boston, 
Mass. , 1956. 
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Purchasing Difficulties of Men 
Only 34 per cent of these older men stated they had any 
difficulties in purchasing clothing, considerably less than the 55 per 
cent finding for the women. Two possible explanations of this variance: 
either these men were relatively more easily satisfied, or manufacturers 
were more cognizant of their desires. From the manufacturer survey 
undertaken in connection with this study, the for.mer probably is the 
more logical explanation. 
From an analysis of Table 31, it may be noted that these men 
most frequently complained concerning the inability of clothing to 
hold its press, the fit of the suits, and comfortableness of shoes. As 
noted in a previous survey, the fit of a suit is an expecially important 
means of obtaining comfort among older consumers. * 
Clothing War.mth 
As the result of circulatory ailments and other physical lim-
itations, it is sometimes stated ~hat older people prefer to wear heavier 
clothing during the winter months. In a previous study 68 per cent 
of the men aged 55 and over preferred heavier underwear in the winter.** 
To test the validity of this assertion, these older men were inter-
rogated concerning their attitude on wearing heavier underwear in the 
win~er than in the summer. Sixty-seven per cent responded in the 
affirmative, and it may be assumed that war.mth is one of the primary 
factors they considered when selecting clothing. That this need is 
*- 98, p.26 
** Ibid., p. l!r5 • 
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apparently being met at the present time is indicated by the finding 
that only 6 per cent of them mentioned that the clothing on the market 
did not provide the desired war.mth. 
Relationship Between Age and Color Shades 
Even though the older men were not as communicative as the 
women when interrogated concerning their attitude on the advisability 
of men over 65 wearing dark clothing, in general their attitudes paral-
leled those of the women. Seventy-four per cent asserted that older men 
should not wear darker clothing exclusively. However, this canno£ be 
interpreted to suggest that these men preferred youthful clothing,as 
almost 10 per cent of these men felt that the clothing offerings were 
too youthful. Thus, they are inclined to be more conservative than 
some manufacturers believe, but not to the degree that they wish to 
wear only dark clothing. (Table 32.). 
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TABLE 32 
ATriTUDES OF MEN AGED 65 AND OVER TOWARD THE RElATIONSHIP BEiw.EEN 
COLOR SHADE~ CLOTHING AND AGE, BOSTON, MASS., 1956 
Attitude 
Wear Dark Colors Only 
Should Not Limit Themselves 
to Dark Obthes 
No Opinion 
Total 
Number 
64 
198 
5 
267 
Per Cent 
Of TOtal 
24 
74 
2 
100 
Source: Survey of Purchasing Habits of Senior Citizens, 
Boston, Mass., 1956. 
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CHAPTER V 
THEl HEALTH STATUS OF THEl AGED AND THEliR CONSUMPTION OF 
DRUGS 1 TOILETRIES AND COSMETICS 
Although the expenditures for medical care and drugs by the 
aged are considerably less than the amounts expended for food and 
clothing,, it is recognized generally that their health is of primary 
concern to those over 65. The purpose of this chapter is to present 
some. evidence of their physical limitations and ~he type of medication 
they are utilizing to overcome these frailties. In adaition, data are 
presented on their use of cosmetics and toiletries which, to some degree 
at least, are used to conceal the ravages of time. 
Health Status _2! the ~ 
Of the many facets of research on older persons, it is the 
medical that has been developed to the fullest degree. In recent years, 
Geriatrics has become an important branch of medicine and will undoubt-
edly continue to develop in importance as the number of the aged increase 
in the population. However, the technical phases of this subject are 
excluded from this study as ~hey lie beyond its objectives. Neverthe-
less, because longevity, to be a blessing, must be accompanied by con-
tinued good health and well being, it is essential that these consumers 
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TABLE 33 
HEALTH STATUS OF PERSONS, AGED 65 AND OVER BY SEX, BOSTON, 1956 
Sex 
Male 
Female 
Both Sexes 
Source: 
Good 
Number 
160 
148 
3l2 
Per 
Cent 
60 
51 
Status of Health 
Consumers Aged 65 and ~ 
Fair 
Number 
72 
ll6 
184 
Per 
Cent 
27 
40 
33 
Poor 
Number 
35 
26 
61 
Per 
Cent 
13 
9 
ll 
Survey of Purchasing Habits of Senior Citizens, Boston, 
Massachusetts, 1956. 
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be provided with drugs and similar medical products which will enable 
them to achieve this objective. The provision of these goods and ser-
vices, therefore, is the function of marketing and a brief discussion 
of the health status of these consumers is its purpose. 
Personal Appraisal of Condition of Health 
Although authoritative opinion was not sought on the subject, 
56 per cent of the 557 consumers surveyed maintained that their health 
was good, and an additional 33 per cent considered their health to be 
fair. Only ll per cent stated it was poor. It is significant that 
the health status varied by the sex of the respondent. Thus, it may 
be observed from Table 33 that 51 per cent of the women described 
their health as good as compared to 60 per cent of the men. This feel-
ing of healthfulness is encouraging and may be assumed to be expressed 
in the every day actions of these consumers. For example, a person in 
good health is more susceptible to suggestions concerning travel, the 
acquisition of appliances, furniture, and other material goods. 
Physical Ailments 
In spite of their advanced age, 16 per cent of these consum-
ers reported they had no physical ailments. HOwever, of those who did, 
the man ~ith ailments had, on the average, 3·7 ailments which was 
comparable to the 3·9 reported by the women. The disorder most fre-
quently stated by both sexes was arthritis, reported by 24 per cent 
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of the group; and it was relatively more common among women. In addition, 
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more 'than one-fifth mentioned tiredness, stiffness, backaches, and 
poor vi'sion. Other data on these infirmities are presented in Appen-
dix F. 
Medical Efforts to Overcome Infirmities 
Although the data obtained pertaining to the remidies 
taken to overcome the effects of these disorders are of limited 
quantitative significance, it is noticeable that these consumers 
relied heavily upon the recommendations of their physicians) Some 
of them, however, used various proprietary medicines, suggesting 
home medication; and aspirin was used as a cure-all in many instances. 
Use of Vitamins 
----
The aging process and the metabolic changes that accompany 
it, effect many nutritional problems • Problems of diet and nutrition 
involve not only the intake of protein, carbohydrates, and fat but 
also digestive complications, mastication limitations, and constipation. 
Therefore, it is essential that the aged consume not only an adequate 
amount of food; but consideration of the qualitative aspects also is 
essential. Deficiencies in iron, calcium and protein are frequently 
present in the diets of elderly persons.* Although frequently it is 
recommended that these consumers supplement their diets with vitamins, 
only 28 per cent of these respondents were using them. (Table 34). 
The reasons for not taking them were varied, but the most frequently 
* 29, p.30. 
PREVALENCE OF USE OF VITAMINS AMONG PERSONS AGED 65 AND OVER 
AND REASONS FOR NOT USING THEM, BOSTON, 1956 
- -- - -
Response and Reason 
For N0 t US'ing Vitamins 
Use 
Do Not Use 
Total 
Reason: Non-Users of Vitamins 
Do Not Need Them 
Cause Them to Gain Weight 
Have Taken, But Did Not Benefit 
From Them 
Do Not Believe in Them 
.Afraid of New Drugs 
Ma.kes Them Ill 
Do Not Like Flawor 
Cannot .Afford Them 
Other 
No Reason 
No Information 
Total 
Consumers Aged 65 and Over 
Number 
156 
401 
557 
277 
16 
8 
16 
8 
4 
4 
4 
28 
16 
20 
401 
Per Cent of Total ____ ..;;;..;;....;..;.;.;;.... 
28 
72 
100 
69 
4 
2 
4 
2 
1 
1 
1 
7 
4 
5 
100 
Source: Survey of Purchasing Habits of Senior Citizens, Boston, 1956. 
mentioned, 69 per cent, was that in the respondent's own personal case 
there was no need for them. Others believed that vitamins would cause 
them to put on weight, were afraid of new drugs, or stated their 
physicians had never recommended them. It may be observed however, iiat 
less than 1 per cent stated they were unable to afford them. Education, 
therefore, on the nutritional value of this dietary aid is required in 
order to develop an awareness by these consumers of the benefit to be 
derived. That the majority of the ethical phar.maceutical manufactur-
ers do not direct their advertising to the ultimate consumers, but 
rather reach them indirectly through the medical profession is in-
dicated by the results of the manufacturers 1 survey. Although un-
doubtedly many of these persons had well rounded diets and an indiscrim-
inate use~ of vitamins is not suggested, a more widespread knowledge of 
their benefits undoubtedly would be desirable, because of the tendency 
of older persons not to provide themselves with adequate diets.* 
Expenditures for Medicinal Products 
It may be noted from Table 35 that although over 90 per 
cent of ~hese consumers had purchased drugs, prescription or other 
medicines in the month preceding the time they were interviewed, ap-
proximately 48 per cent had spent less ~han $5.00, and an additional 
20 per cent had spent less than $10.00. In contrast, only 6 per cent 
had spent over $20.00 in the same period. 
* 29, p. 110. 
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TABLE 35 
EXPENDITURES FOR MEDICINAL PRODUCTS BY CONSUMERS AGED 65 AND OVER, BY 
AMOUNT OF EXPENDITURE, BOSTON, 1956 
Consumers Aged 65 and Over 
Expenditure -a 
Number Per Cent of Total -. ______ ;..... 
None 33 6 
Less than $5.00 266 48 
$5.00 to $9.99 lll 20 
$10.00 to $19·99 56 10 
$20.00 or More 33 6 
Free Care 
Do Not Remember 39 7 
No Information 17 3 
Total 557 100 
-a Amount Estimated for the Month Prior to the Interview. 
Source: Survey of Purchasing Habits of Senior Citizens, 
Boston, 1956. 
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Cosmetics and Toiletries 
Even though it is stated frequently that the market 
for cosmetics is comprised primar~ly of young women, and thereby 
implied that older women are not users of these products, evidence 
to the contrary is presented in this study. Quantitative data pe~­
taining to the frequency of use are lackingj however, subject to the 
memory limitations of these persons, these data throw a somewhat dif-
ferent light upon their cosmetic and toiletry use habits. Unfortunately, 
data for the market comprised of over-65 consumers in the United 
States are non-existent, and therefore, it is necessary to compare tre 
consumption patterns of these older consumers with those of the general 
populati0n and the age group 45 and over which were obtained in a 
recent cosmetic survey for 1953·* 
Method of Analysis 
Several significant questions pertaining to their use 
of cosmetics and toiletries may be raised. Which of these products 
were being used by the majority of the general population. Were there 
certain toiletries and cosmetics which were used to a greater extent 
by persons over 65 than was true for the general population? Table 36 
presents some interesting answers to these questions. 
* 131, P·7 
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TABLE 36 
USE OF TOILET GOODS AND COSMETICS BY WCMEN IN BOSTON, 1956 AND IN THE 
UNITED STATES, BY AGE .AND TYPE OF GOODS, 195 3 
Women by~ 
~65 ~45 
and OVer -a and OVer -b All .Ages -b 
--- --
Toilet Good or Per Cent Per Cent Per Cent 
Cosmeti-c- - of Total -c of Total of TOtal 
I 
Cleansing Tissue 81 77 66 
Hair Shampoo 65 41 51 
Toothpaste 55 66 92 
Face Powder 65 85 56 
· Liquid Hand Lotion 60 62 64 
Rouge 55 33 23 
Bath Salt 55 27 10 
Perfume 54 55 57 
Mouth Wash 48 52 36 
Cleansing Cream 48 82 65 
Cream Deoderant 47 50 57 
Liquid Cologne 40 42 52 
Toilet Water 39 52 29 
Foundation Cream 32 . 22 14 
Hair Dressing 31 33 24 
Hair Rinse 30 27 18 
Lipstick 27 90 94 
Tooth Powder 25 25 ll 
Nail Polish Remover 23 58 56 
Hair Polish 22 72 •64 
Liquid Deoderant 19 15 19 
Spray Deoderant 17 18 29 
Stick Cologne 17 37 36 
Cream Hand Lotion 15 28 30 
-a Boston, 1956 
-b United States, 1953 
-c Percentage of 290 women surveyed in Boston who stated they were 
using the product. 
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Consumption Compared with That~ General Population 
In order to ascertain if a difference existed between 
the consumption of these products by these aged consumers and by the 
general population in the United States, one may compare the relative 
prevalence of use of these products by these two groups. To facili-
tate this comparison, there products may be grouped by the relative 
number of aged who stated they used the product and these proportions 
may be compared to the proportions for the general population. Such 
a·comparison is presented in Table 36. 
Products Used .£l Over 50 Per Cent of the Aged 
One may observe that eight of those cosmetics were 
being used by a majority of these older consumers as compared to 
twelve used by all consumers in the United States. Although there 
is some duplication in the items used by the majorities of both 
groups, it may be noted that over 50 per cent of the older consumers 
used rouge and bath salts as compared to less than 25 per cent of all 
consumers • Further, less than 50 per cent of those over 65 used 
the following products consumed by the majotity of all consumers: 
nail polish and remover, cream deoderants, lipstick, liquid cologne, 
and cleansing cream. 
Cosmetic Products Used by 30 per cent to 49 per cent of the Aged 
------------ -----
Partially as the result of the tendency of a majority 
o~ the aged not to use certain of these cosmetic products, nine of 
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these items were consumed by 30 to 49 per cent of the aged as com-
pared to only four by a similar proportion of the total market. 
J 
Cosmetic Products Used ~ 10 to 29 Per Cent of ~ Aged 
Of the remaining products, seven were purchased by at least 
10 to 29 per cent of the aged consumers. These items consisted of 
lipstick, nail polish and remover, and stick cologne. It is inter-
esting to observe that of the cosmetics and toiletries included in this 
survey, all of them were being used by at least 10 per cent of these 
over-65 consumers. 
Consumption Compared to that ~ ~-45 Consumers 
From the above, it may be concluded that the consumption 
of cosme,tics and toiletries by these older consumers differs sig-
nificantly from that of the general population. Does their cosmetic 
consumption pattern more closely resemble tha~ of persons who are 
over 45? To some extent this is true. ' As may be noted from Table 36, 
the relative proportions of these age groups are similar for 50 per cent 
of the products. However, relatively more of those over 65 consumed 
the following items: cream hand lotion, vanishing cream, rouge, bath 
salts, and hair shampoo. On the other hand, a smaller proportion of 
the older group used nail polish, nail polish remover, cleansing cream, 
face powder, stick cologne, lipstick, and toilet water. 
Marketing Implications 
From the above, it is readily apparent these older consumers 
have not withdrawn themselves completely from the cosmetic and toi-
letry market. In several instances, their purchasing habits res-
embled those of the general population and for 50 per cent of the 
items mentioned, were comparable to those of persons over 45. Further-
more, it is noticeable that the proportion of these over-65 consumers 
who purchased thelbllowing items exceeded the proportions of the gen-
eral population by more than 15 per cent: cleansing tissue, rouge, bath 
salts, and foundation cream. 
Further substantiation of the conclusion that these con-
sumers have not changed their consumption pattern for these pro-
duct~ drastically since they passed 60, is provided by the finding 
that for only liquid hand lotion and cleansing tissues, did more 
than 8 per cent state they had increased their use of any cosmetics; 
and more, than 10 per cent of the respondents stated they had decreased 
their use of three products: rouge, face powder, and perfume. Thus, 
if their consumption of these products had not changed prior to the 
time they attained the age of 60, they continued to use them in their 
more advance d years. 
TYPe of Establishment in Which Tbilet Goods are Purchased 
Df considerable marketing importance is the type of store 
in which these consumers purchased their cosmetics and toilet goods. 
As may be noted from Table 37, of those using toiletries and cos-
metics, 41 per cent most frequently purchased these items in drug 
stores. This is significantly less than the 64 per cent of the 
general population that was reported in a recent survey.* 
* 139, p.22 
TABLE 37 
TYPE OF OUTLETS FROM WHICH TOILETRIES WERE PURCH.ABED BY CONSUMERS AGED 
~ANDOVER, BOSTO"if," 1956 AND BY ALL CONSUMERS IN THE-UNITED STATES, -
---- ---- 1953 ---
Consumers Aged 
65 and Over -a All Consumers 
Type of Outlet 
Per Cent Per Cent 
Of Total -c Of Total -c 
Drug Store 41 64 
Department Store 26 21 
Grocery Store 9 3 
Variety Store 4 8 
House-to-House Selling 4 3 
Beauty Parlor 2 --d 
Other 6 
--d 
Presents 3 --d 
No Information 5 --d 
Total 100 100 
-a 298 Consumers who used toiletries, Boston, 1956. 
-b Derived from a national survey conducted in 1953. 
-c Per cent of consumers who mentioned outlet as the primary 
source from vrhich toiletries were purchased. 
-d Less than one-half of one per cent. 
-b 
Source: Survey of Purchasing Habits of Senior Citizens, Boston, 
1956; United States: R S. Alexander, "Where Toiletries 
are Bought", The Toilet Goods Association, Inc., Reports 
and Addresses, 18th Annual TGA Convention (New York: The 
Association, 1953), pp. 22,23. 
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Further, the preference of these older consumers for the 
department store, (26 per cent), was slightly higher than the pro-
portion of theg;neral population who preferred this type of outlet, 
(21 per cent). The grocery store was mentioned by 9 per cent of 
these older respondents, as contrasted with only 3 per cent of the 
general population, and 4 per cent stated they relied primarily upon 
the variety stores as compared to 8 per cent of the total market. 
House-to-house selling was mentioned by 4 per cent of these over-65 
consumers indicating the importance of personal contact in selling 
these goods to older persons. Many of the aged women mentioned the 
necessity of skilled explanations about nature and ingredience of 
modern drugs, toiletries and cosmetics at the time of the purchase. 
These differences can be explained further by the pat-
ronage motives of these older consumers. The Department Store-is 
primarily a women's store and offers these consumers credit and 
delivery. In addition, these women can purchase their toiletries 
in these stores when they are shopping for other goods. This con-
centration of purchases is also implied by the frequency in which 
the grocery store was mentioned. The~e consumers experience more 
difficultY. in walking, etc., and therefore pre~er to concentrate 
their buying in one store. Furthermore, many of the drug items 
carried in grocery stores are those which are high in demand, and 
are, therefore, purchased by the majority of these consumers. 
Whereas the more specialized items, which they d~~ not purchase 
from door-to-door salesmen, and the infrequency at which the variety 
store was mentioned, can also be explained by the above reasons. 
TABLE 3,§ 
USE OF BEAUTY PARLORS SERVICES BY CONSUMERS AGED 65 .AND OVER AND 
-- FREQUENCY 9! A'l'rENDANCE, BOSTON,l956 ---
Response and Frequency 
Go to beauty parlor 
Do not go to beauty parlor 
Total 
Consumers Aged 65 and ~ 
Number 
159 
131 
290 
Per Cent of Tota 
55 
45 
100 
Frequency Users of Beauty Parlors 
Once a week 
Twice a month 
Once a month 
Three to five times a year 
Twice a year 
Once a year 
Less than once a year 
On special occasions 
Do not remember 
Total 
Number Per Cent of Tota -a 
9 
75 
58 
49 
52 
26 
17 
17 
6 
290 
---
3 
26 
20 
17 
18 
9 
6 
6 
2 
-a One respondent mentioned more than one response, and therefore, 
the percentages exceeds 100. 
Source; Survey of Purchasing Habit s of Senior Citizens, Boston, 
1956. 
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Beauty parlor Services and Frequency of Use 
Further substantiation of the desire of these women to 
maintain their personal appearance is presented by their use of the 
services of beauty parlors. Fifty-five per cent stated they were 
still going to these establishments, and approximately 29 per cent 
of these women who use these services were attending at least twice 
a month, and an additional 20 per cent, once a month (Table 38). 
Less than 15 per cent go only once a year, or less, and only 6 per 
cent stated they go only on special occasions. 
That these women have continued to utilize these ser-
vices is of considerable ·significance to these establishments. As 
noted previously, this group has expanded by one-third during the 
decade of the fortiesj and it is continuing to grow at a rate 
exceeded only by those under .the age of five. Many of these women, 
even though widowed, continue to be interested in their personal ap-
pearance, and with the increased security provided by pensions, etc., 
will be financialy able to afford these services. Although no data 
were gathered pertaining to the type of services obtained, it may 
be assumed from their use of hair rinse, that they wish to maintain 
a well-groomed mature appearance. 
CHAPI'ER VI 
DURABIE GOODS OWNERSHIP, HOUSING AND IEISURE-TlMEl ACTI\liTIES ..QL_ 
CONSUMERS AGED 65 and OVER 
In the previous two chapters, data have been presented 
on the purchasing habits of these older consumers as they pertain 
to food, clothing, drugs, and cosmetics. Although the bulk of their 
expendi~es are for these items and housing, which is discussed in 
this chapter, the degree of ownership of durable goods is of import 
in that it presents some evidence of the standard of living which they 
are able to maintain. Related also to the well-being of these con-
sumers is the manner in which they spend their leisure time, a factor 
which becomes increasingly important in the retirement years. Data, 
therefore, are presented on these two aspects in this chapter. 
Durable Goods 
Although the disposable income of these elderly con-
sumers was considerably below the national average, this should not 
lead one to assume that these people have not, in, the past, been 
financially able to purchase for themselves a widevariety of durable 
goods. Evidence to substantiate this conclusion is presented in 
Table 39· It is noteworthy that those consumers who resided with 
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TABLE 39 
OWNERSHIP OF SELECTED DURABLE GOODS BY CONSUMERS AGED 65 AND OVER IN 
- 1956, BOSTON, MASsACHUSETTS. -------
Item: 
Refrigerator 
Radio 
Gas Range 
Vacuum Cleaner 
Television Set 
Washing Machine - Regular 
Gas Furnace 
Heating Pad 
Automobile 
Coal Furnace 
Mangle - Ironer 
Electric Razor 
Oil Furnace 
Eiectric Range 
Washing Machine - Automatic 
Washing Machine - Spinner 
Power Lawn Mower 
Home Freezer 
Electric Blanket 
Clothes Dryer 
Room air Conditioner 
Garbage Disposer 
Dishwasher 
Degree of OWnership 
In Per Cent 
Consumers, Aged 65 and Over -a 
94 
93 
80 
83 
74 
60 
55 
55 
41 
24 
22 
19 
18 
18 
16 
10 
8 
7 
6 
6 
4 
2 
1 
-a 557 Consumers in corporate Boston, 1956. 
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relatives or friends had in these homes the selected durable goods 
as frequently as did the aged who were continuing to maintain their 
own households. 
Ownership ~ TYPe of Goods 
It may be noted that over 90 per cent of the aged had mec-
hanical refrigerators and radios, and that over 70 per cent had tel-
evision ~eceivers, gas cooking ranges and electric vacuum cleaners. 
Further, over 50 per cent had electric wriuger washing machines; and 
heating pads. 
It is significant, however, that these consumers did not 
possess some of the more recently developed appliances such as _elec-
tric dishwashers, garbage disposers, clothing dryers, food freezers, 
power lawn mowers, electric blankets, and automatic clothes washers 
to the same extent as the total population. This may partially be 
the result of their inability to afford these items on their incomes, 
assumed lack of need, or skepticism concerning new products. 
Over 99 per cent of these consumers had same form of cook-
ing range in their homes; gas ranges outnumbe~ing eiectric ranges more 
than four to one. A larger proportion owned gas ranges than the total 
bquseholds in the city even though electric ranges are considered to 
be preferable for these consumers because of the problem of asphyxiation. 
About 86 per cent of these consumers had some form of washing machine 
in their homes, and 60 per cent were the wringer type; 16 per cent 
stated they had automatic machines, 
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Even though these consumers are considered to be rel-
uctant to accept new products, it is interesting to note that 25 
per cent of the men owned electric razors, and 14 per cent of the 
women reported there were electric razors in their homes, presum-
ably owned by their husbands. Although no quantitative data were 
available on the method of acquisition, several mentioned that they 
had received them as gifts. 
Automobile Ownership 
It may be concluded from Table 39 that the ownership of 
automobiles by these over-65 consumers definitely lagged behind that 
of the general population. A number of reasons can be offered to 
explain this general absence of automobile ownership, the major being 
the lack of need, the limited incomes of these consumers, and the 
corresponding inability to maintain an automobile, and the immobility 
and infir-mities of the aged which prohibited them from driving. 
~of Automobile 
Although it has been stated that the elderly person drives 
automobiles that are older than those driven by the general population, 
from the findings of this study, it is difficult to substantiate this 
conclusion. In T.able 40, the ages of these automobiles are compared 
to the data pertaining to the age of automobiles owned by persons 
interviewed in a nationwide survey in 1955. From these data, it may 
be observed that appro~tely the same relative number of cars, one 
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TABLE 40 
AUTOMOBILES OWNED BY CONSUMERS AGED 65 AND OVER_, BOSIDON1 1956, AND BY 
ALL SPENDING UNITS, UNITED STATES, EARLY 1955, BY .AGE 
Age of Automobile 
l Year or Less 
2 to 3 Years 
4 to 7 Years 
7 or More Years 
Don't Know 
To~al 
Per Cent of Automobiles 
---------
Consumers Aged 
65 and OVer -a 
ll 
32 
29 
23 
4 
100 
All Spending 
'Uiiits ( u.s.) 
l2 
22 
43 
23 
100 
-a 234 Automobiles were owned by these consumers. 
Source: Over-65 Data: Survey of Purchasing Habits of Senior 
Citizens, Boston, Mass., 1956. 
United States: "1955 Survey of Consumers Finances", 
Federal Reserve Bulletin, {May, 1955), p. 480. 
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year or less old, are owned by the total population as by these aged; 
but that 32 per cent of these over-65 consumers owned cars which were 
two to three years old as compared to the national finding of 22 per 
cent. Further, although 29 per cent of these older consumers own§d 
cars from four to seven years of age, 43 per cent of the automobiles 
of the Iarge sample were in that age category. Finally, ib the two 
samples, the relative number of consumers owning cars over seven 
years of age was approximately 23 per cent. Therefore, w~ere dif-
ferences in the proportions were evident they indicated that the older 
consumers owned automobiles of more recent vintage. These data must 
be analyzed with caution, however, as the sub-sample of automobile 
owners included only 234 automobiles. 
Over 55 per cent of these consumers had gas furnaces in their 
homes as compared to 24 per cent who us~d coal and 18 per cent, oil, 
The conveniences offered by both oil and gas undoubtedly account for 
the widespread acceptance of these methods of heating by the aged. 
Purchases in Previous Twelve Months 
To what extent are these consumers purchasers of durable 
goods? Table 41 provides a clue. Approximately 58 per cent of the ~r-
65 consumers purchased durable goods such as automobiles, ~urniture, 
or household appliances in the twelve months preceding the survey. Of 
these consumers, 14 per cent had purchased television receivers and 
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TABLE 41 
DURABLE GOODS PURCHASED BY CONSUMERS AGED 65 AND OVER IN TEE PREVIOUS 
'lWELVE MONTHS, BOSTON, 1956 
Item 
Television Set 
Bed Mattress 
Living Room Chair 
Kitchen Furniture 
Porch Furniture 
Sofa, Davenport, or Sofa Bed 
Refrigerator 
Bedroom Furniture 
New Automobile 
Vacuum Cleaner 
Cooking Range 
End Tables 
'Electric Razor 
Electric Washing Machine 
Radio 
Used Automobile 
Heating Pa.d 
Other Items 
Per Cent of 557 Respondents who had Purchased 
at least one Item. 
Per Cent of Consumers 
Aged 65 and Over 
14 
13 
9 
9 
7 
7 
6 
5 
5 
5 
5 
4 
3 
3 
3 
3 
3 
5 
58 
Source: Survey of Purchasing Habits of Senior Citizens, Boston, 
1956. 
approximately 13 per cent, bed mattresses. Various items of living 
room furniture were also purchased by 22 per cent of them, and 9 per 
cent had bought new kitchen furniture. In addition, 7 per cent repor-
ted purchases of porch furniture, over 10 per cent a major appliance, 
and 5 per cent had bought a vacuum cleaner. Further, approximately 
one in twenty had purchased a new automobile; and one in thirty, a 
used car.; 
Survey o;f' Consumer Financial Data 
Although the findings of this study are not directly com-
parable to those of the survey of Consumer Finances in which the , 
data are presented on the basis of spending units rather than families 
and the list of items included were less inclusive than this study, some 
consideration of these data are relevant to this analysis. In the per-
iod, 1949, to 1951, the relative number of persons in the age group 
under study, who purchased new automobiles varied from 3 to 4 per cent, 
2 to 5 per cent purchased used automobiles, and 18 to 24 per cent 
purchased furniture or household appliances.* It is of some signifi-
cance that the number purchasing the latter items had shown a steady 
increase over the three-year period. 
In the selected years covered by· these various surveys 
these older consumers constituted approximately 13 per cent of the 
spending units, both purchasers and the non-purchasers. The proportion 
* 83,pp. 862, 869. 
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of purchasers of new automoqiles in the over-65 group was comparable 
in the 55 to 64 age category, and more than in the 18 to 24 age gr~up, 
but relatively fewer of the over-65 consumers purchased used automobies, 
furniture, and appliances than any other age group.* 
Conclusion· 
The result of these two studies, theref~re, are very similar 
and it may be concluded that these elderly consumers lag behind the other 
age groups in the purchasing of automobiles, furniture, and major house-
hold appliances. 
It must be borne in mind, however, that the proportion of 
these older consumers resembled those of the consumers aged 55 to 64 
for new automobiles, and exceeded those of the youngest group in the 
survey. Further, the needs of these older consumers for furniture 
and appliances have generally been met, as evidenced by the data of 
this survey, and what purchases they make are either for replacement 
. ' 
or involve the newer types of appliances. Finally, it is essential 
not to overlook the fact that although a substantial majority of these 
consumers had not bought any of the items covered, the remainder had 
purchased some of them. If these findings are projected, it is evi-
dent that the aged who had recently purchased these items were in the 
minority, but that they still represented a substantial market for 
these products .. 
* 83, p. 862, 869. 
Purchasing Plans of the Elderly Consumers 
Further substantiation that these consumers were not as 
active in the purchase of furniture and household appliances was 
indicated by the 16 per c~nt of these consumers who stated they were 
planning to buy these items during the next year. Although an ad-
ditional 6 per cent were undecided, the total proportion was still 
somewhat less than the 28.5 per cent of all spending units reported 
in the 1955 Survey of Consumer Finances which planned to make similar 
purchases.* Purchasing intentions centered upon a wide variety of 
items, but the most frequently mentioned were living room, bedroom, 
and kitchen furniture, refrigerators, television receivers, washing 
machines, clothes dryers, and mattresses. (Appendix G). 
LIVING ARRANGEMENTS OF THE AGED 
Home Ownership 
Approximately 64 per cent o~ the respondents in this survey 
owned their own homes, Table 42, which is comparable to the proportion 
reported by the~r peers in the 1955 Survey of Consumer Finances.** 
This proportion is similar to that of the 55 to 64 age group, but more 
than for any other age category. An additional 6 per cent owned the 
·apartment dwelling in which they resided. Over one-fift~ of these car 
sumers rented their homes or apartments, and 7 per cent resided with 
their children or friends. 
* 88, P~ 251 
** ~7, p.582j 
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TABIE 42 
HOME OWNERSHIP AMONG CONSUMERS AGED 65 AND OVER, BOSTON, 1956 AND ALL ==- .;.;;;:;==~ ;.;...;=;..;;.;. ..::.===~--- -- ----
AGED SPENDING UNITS, UNITED STATES, 1955 
Extent of Home 
OwnershiP --
Own Home 
Own Apartment 
Rent 
Reside with Relatives 
Other 
No Information 
Tbtal 
Per Cent of Tbtal 
-----
Consumers Aged 
65 and Over -a 
64 
6 
21 
7 
2 
- -c 
100 
All Spending Units with 
---aeads Over Age 65 -=i)"" 
63 
10 
27 
100 
-a 557 Consumers in Boston, Mass., 
-b All spending units with heads aged 65 and over in the United 
States in early 1955· 
-c Less than one-half of one per cent. 
Source: Survey of Purchasing Habits of Senior Citizens, Boston, 
1956. United States: "1955 Survey of Cons.umer Finances"· 
Federal Reserve Bulletin, May, 1955, p. 481. 
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Housing Features Disliked ~ the Aged 
One-third of these older persons stated there were features 
about their homes which-they dislike, indicating a general dissatis-
faction about this aspect of their environment (Table 43). The most 
frequently mentioned limitation was the stairs were difficult to 
climb. Of those stating housing defects, two-fifth,; mentioned this 
' 
feature; and one in four also stated their homes were too large for 
them. Similarly, almost one-sixth of the women repdrted that they 
were unable to do all the work around their home without assistance. 
Over a third felt that the facilities were inadequate. Although over 
thirty limitations were mentioned, most frequently mentioned were the 
lack of closet space, the smallness of the bedrooms, and the 1a9k of 
modern equipment in their kitchens. About 8 per cent reported that 
they found their homes too expensive tocperate; and a similar number 
stated they were too far from churches and retail stores. Additional 
data are presented in Table 43. 
Number Planning to Change Their 
Place of Residence 
Although one-third of these consumers maintained that their 
homes were inadequate in one or more aspects, only 13 p~~ cent of then 
were contemplating moving and an additbnal 3 per cent were undecided. 
This indicates ~hat these consumers probably had a rather strong at-
tachment to their present homes; and even though they were not completely 
TABLE 43 
HOUSING LDITTATIONS OF CONSUMERS AGED 65 AND OVER, BOSTON, MASS., 1956. 
Limitation 
Per Cent of Consumers 
Aged 65 and ~ - a 
At least one limitation 31 
Stairs are too difficult to climb 43 
Inadequate facilities: {no bathroom on first 
floor, no bedroom on first floor, kitchen 
.too small, etc.,) 35 
Too large a home 24 
Unable to do all the work 17 
Too far from church or stores 8 
Too expensive to operate 8 
Too far from transportation 1 
Other Undesirable features 14 
-a 178 Respondents mentioned specific criticisms. 
Source: Survey of Purchasing Habits of Senior Citizens, 
Boston, Mass., 1956. 
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satisfied, they were willing to remain in them rather than break this 
tie with the past. It is also logical to assume that many of the 
consumers were financially unable to undertake this step. Even thougJ. 
the data were very limited, and interpretation must be made with cau-
tion,of those who were planning to move, over 64 per cent preferred 
to live in a house rather than in an apartment. 
From these findings, therefore, it is logical to conclude 
there is existent a market for improved housing for these consumers, 
providing ad~,quate means can be found to enable them to undertake the 
financial responsibility. In general, this housing would be most 
appealing if single dwellings were provided, preferably the one-floor-
plan type. The elimination of stairways would be most desirable, and 
the houses could be constructed without basements in order to ach-
ieve this objective. Modern kitchen facilities would be desirable and 
labor-saving devices beneficial. Also, simplicity would enable these 
older women to execute their daily activities without the need of out-
side assistance. A large amount of light would be desirable, both 
day and night. F.urther, although not mentioned by these consumers, 
it would 1 also be.advantageous to have homes constructed with the safety 
of these consumers as a paramount consideration. Square bathtubs, hall-
ways with lights in the baseboards, non-slip floors, gas or oil fur-
naces, and cenxral air conditioning would all contribute to the health 
and well-being of these older consumers. If stairways are used, risers 
should be less than seven inches high and top and bottom steps should 
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be of a light colored material. Other features based upon the general 
principles implied in the above would also be desirable. It is 
significant that an overwhelming majority of these individuals prefer 
tolive in houses rather than in apartments, thus, companion apart-
ments, which are suggested by one authority, might not be fully 
acceptable by these older persons.* 
Leisure-Time Activities 
Although the manifold problems of retirement lie outside 
of the scope of this study, one phase does have marketing implications. 
Slightly 1 less than 50 per cent of the over-65 men had terminated their 
employment because of health or superannuation and 92 per cent of the 
women were not ~n the labor force. It is therefore, apparent that 
some form of substitute must be created to fill this vacuum in 
the lives of these individuals.** An analysis, therefore, of the 
leisure-timel' activities of these respondents should provide some clue 
to the manner in which these consumers were utilizing this time in or-
der to derive personal satisfaction. 
Activities 
Table 44 throws some light upon this subject; and at a 
glance, one may note that these consumers had an average of 7.1 act-
ivities to which'they devote their idle time. Two of every three 
spent their leisure time watching television and a similar proportion, 
* 51, p. 134. 
** 36, P· 635. 
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TABLE 44 
LEISURE-TIME ACTIVITIES OF- CONSUMERS AGED 65 AND OVER, BOSTON, 1956 
Per Cent of Consumers Aged 65 
Activity and OVer Mentioning ActivTti'es -a 
Listen to the radio -b 67 
Watch television 67 
Read 61 
Work in the yard or house 58 
Visit friends or relatives 58 
Rest 57 
Church or other community activities 56 
Take auto ride 48 
Go for a walk -c 37 
Go shopping 36 
Play cards or other games 33 
Write letters 29 
Sew, knit or embroider 29 
Goio clubs 19 
Go to movies 16 
Go fishing 13 
Engage in sports 5 
Weave baskets 1 
Other 5 
No information 1 
Average Number of Activities 7.1 
-a 557 Consumers. 
-b Mentioned most frequently by women. 
-c Mentioned most frequently by the men. 
Source: Survey of Purchasing Habits of Senior Citizens, Boston, 
Mass. , 1956. · 
listening to the radio. Reading was the second most frequently 
mentioned activity. A slightly smaller proportion spent their leisure 
time working in the house or in the garden. Radio listening was the 
most frequently mentioned activity of the women, and walking by the 
men. It is noticeable that six of every ten persons spent part of 
their leisure time reading, suggesting that magazines and newspapers 
are excellent media by which to reach them. 
That these consumers had continued to be active in community 
activities is supported by the finding that 56 per cent expressed 
their interest in outside community activities by active participation 
and an additional 20 per cent were attending clubs. Their sociableness 
was demonstrated also by the one-third that played cards or other games, 
and the 58 per cent who visited their friends or relatives in their 
leisure time. 
Hobbies 
Most authorities o~ gerontology assert that the aged should 
develop nobbies in order to make their retirement period more enjoy-
able; and that manufacturers should direct their research to the dev-
elopment of hobbies that would be of interest to these older sonsumers. 
Unfortunately, however, only 27 per cent of these persons had bobbie& 
. . 
Several factors account for this, but primarily it is because much of 
the hobby equipment that is available today had not been effectively · 
promoted to adults, or requires more physical stamina and manual 
dexterity than these consumers possess. Howeve; many of the do-it-
yo~self hobbies are designed to appeal to consumers of all ages and 
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TABLE 45 
PREVALENCE OF HOBBIES AMONG CONSUMERS AGED 65 AND OVER, BY TYPE, AGE 
._....;......;.;;...------ - - - ---- - - --
AND WHEN STARTED, ~ SEX, BOSTON, MASSACHUSETTS, 1956 
Prevalence ~ Hobbies, ~' 
Consumers ~ 65 and ~ 
and Age ~ Started 
Male Female Total -a 
HOBBY STATUS 
Per Cent of Total 100 100 100 
Have a hobby 23 31 27 
Do not have a hobby 77 ·69 72 
TYPE OF HOBBY 
--
· Number with hobbies 61 89 150 
Crocheting, Knitting, Sewing 28 28 
Wood, Metal Working 19 19 
Cooking 6 9 17 Flower Gardening 2 9 ll Letter Writing 19 19 
aports, Excluding Fishing 9 9 Music 4 2 6 
Fishing 6 6 
Club and Church Activities 4 4 Reading 2 2 
Nature Study 2 2 Other 4 15 19 
AGE ~ STARTED HOBBY 
Per Cent of Those with Hobby 100 100 100 
Before the age of 60 84 89 87 After the age of 60 8 8 8 
Don't Remember 4 2 No information 4 3 3 . 
-a 557 Consmners. 
Source: Survey of Purchasing Habits of Senior Citizens, Boston, 
Mass . , 1956. 
therefore, should find a ready market in this group. 
From table 45 it may be noted these consumers give the term hobby 
a very broad interpretation. For example, about one-fifth of the women 
with hobbies described them as letter writing, and some considered 
th~ir church activities and reading in the same manner. Crocheting, 
sewing, and knitting were most frequently mentioned by the w~men, one-
third of them, and metal or woodworking by one-third of the me~-.'t 
Gardening was also mentioned by about five of these respondents; more 
frequently by the women than by the men. 
Age When, Hobby ~ Started 
Xlthough hobbies are suggested as a means by which a person 
in retirement can gain satisfaction and at the same time express his 
creative desires, Table 45 strongly indicates that very few of these 
individuals have accepted this admonition. Of those with hobbies, over 
87 per cent had initiated them before they were 60 years old. Thus, 
if hobbies are a partial answer to the problem of leisure time after 
retirement, an attitude must be developed by people in their earlier 
years which will enable them to accept leisure activities as a con-
tinuing phase of their lives, and one which will become increasingly 
important with advancing age. 
Marketing Implications: 
Several observations evolve from the above analysis. These 
oider people were continuing to remain active in their golden years, 
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and many of their leisure-time activities required various types of 
equipment, supplies, etc., if they were to achieve the fullest sat-
isfaction from them. Although the types of equipment needed in the 
pursuit of specific hobbies is someUhat obvious. The interest they 
expressed in maintaining their homes and yards suggested the existence . 
of a market for various forms of labor-saving devices. Garden tools 
which minimize backache, stooping, etc.,; leaf sweepers, electric 
hedge trimmers, power lawn mowers and other paraphernalia are a few 
examples of products for which those oldsters with the financial 
ability should be a ready market. It may be observed that these items, 
are in general demand and hence, more promotion may be all that is 
needed to awaken an interest in these products by the oldsters. 
Further, hobby equipment which would per.mit these indivi-
duals to express their creative ability and at the same time would 
be suitable for their maturity are essential. Basket weaving, cro~ 
• cheting,, painting, photography, metal and woodworking, ceramics, do-
it-yourself items, etc., therefore, should appeal to them. Certain 
sports, such as fishing, hunting and others not requiring strenuous 
physical endurance have their advocates among these consumers. Card 
playing and similar games are also logical products. In general, 
therefore, it is mental and creative enjoyment to be derived from these 
products which must be stressed by manufacturers if they are to be 
successful in reaching this market. 
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Vacation and Travel Activities 
TYPical of the average over-65 individual, the majority 
of these oldsters were in retirement, and presumably their family 
responsibilities have been drastically curtailed. This newly found 
freedom, coupled wit4 their expressed feeling of good health could 
be accompanied by favorable implications for the travel industry. 
The extent to which they were traveling isaf considerable significance. 
Pattern of Vacation Travel 
Though many of these consumers had limited economic means, 
one-third of them had taken a vacation trip the preceding year, 
Table 46, somewhat less than the 48 per cent of all families in the 
United States that had taken a vacation in the period from April, 1954, 
to March, 1956. Further, it is noticeable that the same proportion 
of men ~s of ivomen went on vacations. 
These over-65 consumers, however, were less inclined to 
take frequent' vacation tripsj only 8 per cent took more than one 
trip as compared to 19 per cent of the families in the United States. 
~ 
However, to offset this tendency to limit the number of trips, these 
consumers spent more time on these excursions than did the average 
family. Thus, 45 per cent of these vacationers took trips of two or 
more ~eeks duration as contrasted to only 19 per cent of the families 
in the United States which spent an equal amount of time vacationing. 
Further data on this factor, and those which follow, are presented in 
Appe_ndix H. 
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TABLE 46 
VACATION TRIPS TAKEN BY CONSUMERS AGED 65 AND OVER IN THE PREVIOUS ..;._~_;..;;...---- -- -- -- - -- -- - -
YEAR BOSTON, MASS., 1956 
-- ---
Per Cent of Total 
Response Consumers Aged 65 
and Over -a 
---
Had taken a vacation trip 33 
Had not ·taken a vacation trip 66 
No information l 
Total 100 
-a 557 Consumers. 
·-
All Families -b 
48 
52 
100 
-b Families who had taken one or more trips of three days or more 
duration in the United States in the period from April, 1955 
to March, 1956. 
Source: Over 65: Survey of the Purchasing Habits of Senior Citizens, 
Boston, Mass., United States: Research Department, The 
Travel Market of the UnilEd States (Philadelphia: The Curtis 
Publishing Company, 1956.). 
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Seasonality 
Although the majority of these consumers were in retirement 
and presumably could have t:aveled at any time of the year, their pre-
ferences for the various seasons were similar to those of the general 
population; approximately 55 per cent of their vacations were taken 
during the summer menths, and one-fourth were i~ the autumn. Less 
than 20 per cent went on vacation in the winter or spring seasons of 
the year. 
Destinations 
One striking characteristic of these vacations is apparent 
these consumers preferred to vacation in the section of the country, 
near their home. Sixty-~our per cent had spent their vacations in the 
states of Massachusetts, New Hampshire, Maine, Connecticut and Rhode 
Island. Although no reasons were given for this preference, it may 
be assumea that the economic factor was of some import as well as 
the inability of many of these vacationers to traveL extended distances 
because of physical limitation. 
Contrary to the above tendency, 6 per cent of the vacationers 
went to Florida and an additional 6 per cent to areas in the South~ast. 
Only two of these consumers had gone to California or the Pacific coast 
~ 
region. Canada was visited by 5 per cent of them, an~ one had vacationed 
in Europe and one in Mexico. 
DEGREE OF INTEREST AMONG CONSUMERS AGED 65 AND OVER IN PACKAGED 
VACATION TOURS, BOSTON,. 1956 
Degree of Interest 
Interested in going on tour 
Not interested in going on tour 
Undecided 
No information 
Total 
-a 557 Consumers. 
-b Less than one-half of one per cent. 
Per Cent of Consumers 
Aged 65 and Over -a 
21 
76 
2 
--b 
100 
Source: Survey of Purchasing Habits of Senior Citizens, Boston, 
Mass • , 1956. 
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Mode of ~avel 
Approximately three of every four trips were made, at least 
in part, by automobile, and an additional 14 per cent were by train. 
These vacationers traveled relatively less than the average family 
by plane or bus. T.his inclination to travel less by automobile and 
to travel by train, even though the destination of the vacation 
was in the surrounding area, substantiates the above assumption that 
these consumers were restricted by their physical limitations in cho-
osing their mode of travel. 
Packaged Tburs Preferences 
Approximately 21 per cent of the over-65 consumers indi-
cated they would be interested in taking a packaged tour which would 
be·arranged by a travel agency the next time they went on a vacation 
(Table 47). This may be compared to the 33 per cent who had taken 
a vacation during the preceding year, thus, suggesting that those 
who do take vacations, are amendable to the appeals of those promoting 
pre-arranged excursions. Moreover, although the majority of those 
who had gone ~n vacations had traveled primarily in the surrounding 
region, about 40 per cent stated they would be interested in travel-
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ing in the West, including California. Approximately 25 per cent men-
tioned Florida; relatively the same proportion as had actually vacationed 
in the South during the previous year. It is also noticeable that 
21 per cent desired to travel outside the United States as contrasted 
to the 7 per cent who had actually done so in the recent past. 
Although these data are limited quantitatively and must be interpreted 
with considerable caution, the general pattern presented is signif-
icant in.that it contrasts with the actual vacation pattern of these 
consumers. To this may be added the findings that 38 per cent prefer-
red to take this packaged vacation by train, and an additional 17 per 
cent were willing to travel by airplane, but only 21 per cent by auto-
mobile (Appendix I}. 
Forty percent of these consumers were interested in going 
on packaged tours of two to four weeks duration, and an additional 
6 per cent were willing to be gone for four weeks or more. However, 
not all preferred long tours; 17 per cent desired the vacation to 
be of one to two weeks in duration. 
Although one-fifth of the consumers willing to go on a 
packaged vacation was undecided concerning the expenses of these 
tours, 26 per cent stated they would prefer to spend less than $100.00. 
Although this is unrealistic, it does point up limited finances of 
these consumers and their inability to afford elaborate travel excur-
sions. To further substantiate this, 37 per cent were willing to spend 
from $100.00 to $500.00 for these tours. 
Marketing Implications 
Several conclusions of marketing and human relations import 
evolve from the above findings. Even though the relative number of 
t~e over-65 consumers who had gone on a recent vacation was less 
than for the general population, they do represent a market for 
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exploitation. These consumers, although limited economically, do 
owrfl their homes, have furnished them, and have considerably fewer 
family responsibilities than those who are 20 to 30 years younger. 
The absence of the pressures was implied in their willingness to spend 
more time on their vacations and to travel to California, Florida, 
and Europe. Moreover, the lack of family responsibilities would 
per.mit them to travel during the off-season periods such as the winter 
and fall months • 
Their limited financial resources would suggest that any 
packaged excursions should be developed with this factor being given 
paramount consideration. Travel by coach, which is being offered by 
the airlines, would be more appealing than by first-class and similar 
plans by the railroads. Further, many of the added luxuries, such as 
expensivenentertainment, etc., which appeal to the younger traveler· 
would not be particularly desirable by these consumers. Simplicity 
accompanied by enjoyment would be more in tempo with their desires. 
More leisurely tours would also be more suitable for these older 
consumers as they do not possess the physical stamina of those who 
are younger. 
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CHAPJ.lER VII 
CONSUMER ATTITUDES TOWARD SAVING 
THEIR FINANCIAL FUTURE AND THEIR MARKETING IMPLICATIONS 
Although it is evident from previously presented data 
that the financial plight of the aged is being remedied at least 
partially by increased pensions, social security benefits, retirement 
programs, etc., it cannot be inferred that the resultant stability 
and higher level of income to be received by these consumers will 
automatically effect a change in their purchasing habits. 
Traditionally, it has been the role of the aged to be 
apprehensive concerning their financial future with the spectre of the 
almshouse constantly before them. Frugality was considered essential; 
and hence, the urge to save was pressing. This insecurity of old 
. . 
age generally was accompanied with seclusion; and they oftentimes 
discontinued their memberships in social organizations even though 
they had more time to devote to these activities in their retire-
ment years. Furthennore, upon reaching the age of 65, and oftentimes 
retirement, their personal feeling of usefulness disappeared, and was 
accompanied by the loss of the zest for living. Tb supplant these, 
many of the aged rationalized that it was then important for them to 
become concerned over the future of their children. To leave them 
as many of their worldly possessions as possible then became a pri-
mary objective. In effect, this attitude removed these older con-
sumers from the market except for the barest necessities. 
What then, has been the effect of this· increased stability 
of income at a higher level upon these traditional views? One phaser 
of this study was to ascertain the prevalence of these attitudes among 
these consumers; to determine if they were more concerned with their 
own personal welfare than that of their children; and to learn if 
they viewed their financial future with confidence or apprehension. 
The term attitude may be defined as a tendency to res-
pond favorably or unfavorably toward a person, an institution, a 
thing or an idea.* 
In this instance, attention is centered upon the sub-
jective opinions of thes~ consumers concerning their future role in 
life as well as the financial future which they envisioned for them-
serves. These attitudes were concerned with their opinions at that 
time as it was impossible to ascertain their past feelings on those 
matters or what they will be in the future. Moreover, their financial 
expectations of the future are not predictions of later events; as 
conditions change, these individuals may alter drastically their chain 
of preferences for material goods. A married woman today may view her 
financial'future tomorrow very differently if she were to lose her 
spouse; and unexpected medical expenses also might effect a shift 
in her preferences. 
* 15, p.63. 
Factors Determining the Propensity to Purchase 
Several interacting variables effect changes in the will-
ingness of these consumers to consume. .AI:. has been noted above, two 
of the most significant of these are the amount and stability of 
income which they envision for themselves in the future. Closely 
allied is the evaluation of their personal financial condition; if 
they are relatively debt-free, and hold liquid assets in the form of 
cash or bank deposits, there is a tendency to view the future with less 
concern. Furthermore, if the future is viewed with confidence, this 
attitude :may tend to be expressed in their pattern of consumption. It 
is generally recognized that the consumer also evaluates the economic 
future of the nation and attempts to predict what price changes will 
occur in the near future as he ponders over the problem of saving 
versus spending. 
In addition to the above variables, must be added the 
elasticity of demand for various goods and the standard of living which 
these aged prefer to maintain. These, in turn, are dependent upon 
the sociological status that they consider appropr~ate for themselves. 
If they relegate themselves to seclusion, their economic desires 
diminish, but if they overtly express the desire to continue as a 
contributing member of society and to enjoy their ~ives, they con-
stitute a market for a wide variety of goods. T.hus, is it equally 
important to ascertain the attitudei of these consumers concerning 
their willingness to spend their incomes as well as those pertaining 
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TABLE 48 
ATriTUDES OF CONSUMERS AGED 65 AND OVER CONCERNING THEIR FINANCIAL 
FUTURE BY INC.a.rn:, BOSTON, MASS, 1956 
Per Cent of Consumers Aged 65 
- And Over by Income- -
Attitude 
Not No $1 to $1,000 $2,000 $5,000 
Stated Income ~999· to to & Total 
$2,000 ,$5,000 Over 
Will be able to 
enjoy other than 
necessities 17 14 14 28 57 
Will have enough 
to get along 75 40 69 76 67 43 
Won't be able to 
make ends meet 
without outside 
assistance 53 16 10 5 
Other 1 
No Information 7 
Total 100 100 100 100 100 100 
Number of 
Respondent~ 28 39 184 173 33 31 
Source: Survey of Purchasing Habits of Senior Citizens, Boston, 
Mass., 1956. 
19 
67 
13 
1 
1 
100 
557 
178 
to their financial security in the future. 
Attitudes Toward Financial Status 
More than two-thirds of these consumers viewed 
their financial future with confidence and stated they would have 
-
enough income to provide for their needs. An additional 19 per 
cent felt they would be able to buy other goods than the mere nee-
essities. On the other hand, one of every eight respondents main-
tained ~hat they would have to depend upon their friends, relatives, 
-
or other sources of outside assistance in order to provide the bare 
necessities of life (Table 48). 
Attitude by Income Status 
T.he attitude of these respondents varied consider-
ably among the various. income groups, As may be noted from Table 48, 
the proportion stating they would either have enough to buy the bare 
necessities or could afford some of the luxuries, increased steadily 
with income. Four of every five consumers with incomes under $1,000., 
expressed this view, and all of those with incomes over $5,000. were 
of the same opinion. Conversely, the proportion stating they would 
have to depend upon outside assistance varied inversely with income. 
It is also noticeable that 40 per cent of those who responded they 
had no income at the present time stated they would have enough to 
support themselves, suggesting that they had savings upon which they 
could rely or that they gave inaccurate information, or both. 
' 
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Approximately 92 per cent of those who were reluctant to state their 
incomes believed they would have at least sufficient income to pro-
vide for their basic economic needs. 
Income Changes 
Although no data were gathered from these res-
pondents concerning the changes which have occurred in their incomes 
in recent years, Federal Reserve data on income changes may have some 
significance at this point. Even though these data were presented on 
a spending unit basis, it may be noted from Table 49 that the pro-
portion of spending units reporting their incomes had increased 
during the selected years and had risen from 19 per cent in 1949 to 
31 per cent in 1951, and declined to 26 per cent in 1955. Moreover, 
the proportion with declining incomes remained at approximately 22 
per cent. However, it must be noted that the median income of these 
units was lower than for any of the other age groups.* 
Summary 
In summary, although the standard of living that 
these consumers considered to be adequate possibly would not be 
equivalent to one developed by objective experts, it is significant 
that a large majority of these individuals viewed their financial 
future confidently. Furthermore, it is evident that a large pro-
portion of these consumers are destined to receive higher incomes 
* 90, P· 923. 
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TABLE 49 
CHANGES IN INCG1ES OF SPENDING UNITS OF PERSONS AGED 65 .AND OVER, FOR 
-===- - - ----- --
SELECTED YEARS, UNITED STATES 
Per Cent of 'lbtal Income and Year 
Change J.p. --- --
Income 1954 to 1950 to 1949 to 1948 to 
1955 .1951 1950 1949 
Total Spending 
Units 100 100 100 100 
Larger: 
Total 26 31 31 19 
25 Per Cent or MQre 2 14 10 7 
Somewhat 2 17 21 l2 
No Substantial Change: 51 43 43 51 
Less: 
Total 22 22 24 ·22 
Somewhat 2 14 13 14 
25 Per Cent or More 2 8 11 8 
Not Ascertained: 1 8 2 8 
Source: 1948 to 1949: "1951 Survey of Consumer Finances, Federal 
Reserve Bulletin, {August, 1951), p. 923; 1949 to 1950, 
1950 to 1951; "1952 Survey of Consumer Finances", Federal 
Reserve Bulletin, {September, 1952), p. 993: 1954 to 1955: 
"1955 Bulletin of Consumer Finances", Federal Reserve 
Bulletin, (June, 1955), P· 61G. 
181 
in the future as the result of pensions, etc., and therefore, it is 
logical to assume that an increasing proportion of them will be able 
to provide themselves with more than the necessities. If this is 
~rue, then it is important to ascertain the attitudes of these con-
sumers toward the alternatives of spending their incomes for their 
own personal enjoyment or leaving their wealth_ to their children. 
Attitudes Concerning Saving and Spending 
Substantiation of the hypothesis that these older con-
sumers are restructuring their thinking on the advisability of 
saving their money in order to ~eave it for their children is pro-
vided by the finding in Table 50 that 54 per cent stated their own' 
personal enjoyment was more important. Approximately one in four, 
however, considered it more desirable to accumulate whatever wealth 
they could for their children rather than spend it upon themselves. 
Some of these latter individuals stated they had been ~rugal in their 
earlier years and now it was difficult for them to change their habit~ 
Sever~l of these persons, 4 per cent, expressed concern 
about the future of their children if they were to· receive any money 
from their parents by stating that they would be spoiled by any money 
left them, and that they would spend ·i~ foolishly. In contrast, ap-
proximately 1 per cent sta~ed they were helping their children fin-
ancially at the present time. More than one in eight either expres-
sed no qpinion on this subject, or through the question, thought it was 
inapplicable to them as they had no money, no children, or neither. 
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Subject to the factors mentioned previously, therefore, it 
is reasonable to assume that these consumers are becoming more inter-
ested in gratifying their own personal wants, and thus, more amenable 
to promotional appeals pertaining to merchandise that will give them 
satisfaction. 
·Major Sources of Income 
The willingness of these persons to consume, ~owever, was de-
pendent to a considerable degree, upon the stability of their incomes. 
It maybe observed from the data in Table 51 that social security ben-
efits constituted the primary source of income for more than one-
third of these consumers; and that over-one-fifth were dependent upon 
the wages of the respondent of her spouse. The ~~rmer source of 
income possesses a high degree of stability) but the latter would 
probably decrease to the vanishing point as these consumers retired .• 
However, compensating for this loss would be the social security ben-
efits which would then be forthcoming. An additional 14 per cent stated 
they depended primarily upon other pensions, which were probably chara-
derized by relative stability. 
It is interesting to note that approximately one-tenth of iese 
persons were relying upon rent as their primary source of income. Thls 
too, is stable in nature and thus explains why many of the aged often-
times take in roomers in order to provide them income. HOwever, one 
in twenty were dependent upon their personal savings, the stability 
of which would be dependent upon the rate of withdrawal and the total 
TABLE 50 
ATTITUDE OF CONSUMERS AGED 65 AND OVER CONCERNING THE _DESIRABILITY OF 
SPENDING FOR PERSONAL ENJOYMENTORSAVING FOR THEIR CHILDREN, BOSTON, 
- MASS, 1956 - --
Consumers .Aged 65 and Over 
I ------
Attitude Per Cent of' 
Number -TOta:I-
Spend f'or.personal enjoyment, 
and then leave to children 301 54-
Should save their money for 
their children 150 27 
Do not leave to children 22 4-
Not applicable 39 7 
No opinion 33 6 
Helping children now 6 1 
No information 6 1 
Total 557 100 
Source; Survey of' Purchasing Habits of' Senior Citizens, Boston, 
Mass • , 1956. 
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PRJMARY SOURCE OF INCCMES OF CONSUMERS AGED 65 AND OVER, BOSTON, MASS. , 
- 1956 ------
Primary Source Per Cent of 
Of 'Income -a Number -Total-
Old Age and Survivors 192 ~ 37 
Insurance Payments 119 23 
Wages 73 14 
Miscellaneous Pensions 41 8 
Rent 26 5 
Children or Relatives 26 5 
Dividends, Interest, etc., 
Old-age Assistant Payments 21 4 
Other 10 2 
No Information 10 2 
Total 518 100 
-a 28 Persons reported their savings were their primary source of 
income and 11 persons received no income. 
Source: Survey of Purchasing Habits of Senior Citizens, Boston, 
Mass. , 1956. 
amount available. Other'primary sources of income are presented in 
Table 51. The incomes received by these persons are presented in 
Appendix A and having been discussed previously, require no further 
elaboration. 
Saving 
No data were obtained here in this study pertaining to the 
debt status or the rate of saving or dissaving of these consumers. 
Moreover, the Federal Reserve data which are available on these 
factors are for the period 1947 to 1951, and are presented by spend-
ing units, and possibly are not fully applicable under current con-
ditions. Nevertheless, any changes which have been effected in them 
have probably been positive; and, therefore, these data are worthy of 
analyzation. 
Saving Habits 
Were these individuals with these low incomes saving or dis-
saving? It is apparent from Table 52, that in 1948, 51 per cent re-
ported they were saving, 19 per cent stated they neither saved or 
dissaved, and 30 per cent, dissaved. Moreover, although the proportion 
of the over-65 spending uni~s that saved was less than for any other 
age group, it is noticeable that even though the proportion that 
dissaved in this group was more than that of the 45 to 64 age group, 
it was less than for the group aged 18 to 44. Thus, it may be 
concluded that these· older individuals, who had stable incomes, 
tended not to dissave, but were more inclined to effect a reduction in 
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TABLE 52 
SAVINGS HABITS OF SPENDING UNITS 1 UNITED STATES 1 BY AGE, 1948 
Age of Head, and 
Degree of Saving 
65 and over 
55 to 65 years 
45 to 54 years 
35 to 44 years 
25 to 34 years 
18 to 24 years 
Degree of Saving 
~ Dissaving -a 
All Units 
Savers: 
Zero: 
50 per cent or more 
30 per cent to 29 per cent 
20 to 29 per cent 
10 to 19 per cent 
1 to 9 per cent 
Dissavers: 
1 to 9 per cent 
10 to 24 per cent 
25 per cent and over 
Per ~ of Spending Units 
Saved 
51 
69 
71 
64 
72 
55 
Zero 
19 
6 
5 
3 
3 
9 
Dis saved 
30 
25 
24 
33 
35 
36 
Per Cent of Total 
- -- -- -""---
100 
3 
6 
5 
11 
26 
6 
8 
16 
-a Spending units heads, persons aged 65 and over. 
Source: "1949 Survey of Consumer Finances", Federal Reserve 
Bulletin, (January, 1950), pp. 18, 32. 
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their standards of living. However, it must be noted that the 
largest proportion of dissavers, those who dissaved 25 per cent or 
or more of their incomes were those over 65, and the largest pro-
portion of those who dissaved from 1 to 9 per cent were also in 
this group. 
Major Causes of Dissaving 
The major causes of dissaving by all spending units were appar-
ently not the result of adverse financial conditions. Although dec-
lines in incomes with no commensurate diminution of living standards 
were a factor, insufficiency of income to maintain the desired stan-
dard of living, and irregular purchases.of durable goods were also 
mentioned in the survey. It is notable that one-fourth of these who 
dissaved had either retired or experienced reductions in their incomes 
Summary 
It is evident from the above that the median incomes of the over-
65 spending units were lower than for the other spending units; and even 
though the majority of elderly units were saving, one in six were dis-
saving 25 per cent or more of their incomes. Thus, although the pro-
portion of these consumers that purchased durable goods was less than 
for the other age groups, many of them were still finding it difficult 
to adjust their standards of living to their incomes, notwithstanding 
188 
t~e fact that over 63 per cent owned their own homes and had fewer farnUly 
responsibilities than those in the younger age groups. 
Significance of Income Changes Upon Consumption 
Accepting the conclusion that the aged are to experience a 
rise in t~eir incomes, and that these incomes will have a higher degree 
of stability than heretofore, it is interesting to prognosticate con-
cerning the changes which will occur in their expenditures. It is ob-
vious that even though the majority of these oldsters are becoming 
more concerned about their personal welfare, no revolutionary changes 
are going to occur in their spending patterns as their incomes are to 
rise gradually to a slightly higher level as the results of the factors 
previously mentioned. 
Previous Research 
Many studies have been made in the past concerning the ef-
fects of changes in incomes upon the expenditure pattern of families 
and individuals, one of which was alluded to in Chapter V; but un-
doubtedly the most widely recognized has been the work done by 
Ernst Engel over 100 years ago.* Although he never clearly for-
mulated any statements concerning these studies, with the exception of 
noting that the lower the income of the family, the larger was the 
share expended for food; subsequent revisions of his work by Carrol D. 
Wright developed the following conclusions: 
1. As income increases, the greater is the proportion 
expended for food. 
2. As income increases, the proportion spent for houseing 
and household operation tends to remain the same. 
* 15, P·93 
3· 
4. 
As income increases, the proportion for clothing 
expenditures remains approximately th~ same. 
' As income increases, the proportion expended for 
sundries tends to increase. This includes expen-
diures for recreation, drugs, transportation, and 
education. 
Before utilizing these conclusions in the development of 
a series of generalizations pertaining to the aged, it is essential 
to note that both Engel and Wright considered these proportions as 
shares of expendnures rather than income, an assumption which at 
that time was applicable but which at the present time would not be 
valid. T.hus, an individual can incur debts today for current expen-
ditures, a situation which was nonexistent 100 years ago. However, 
in a broad.sense, the capacity to consume by this means is limited 
by the total income of the individual. Moreover, in this particular 
·instance, it may be assumed that the incomes and the expenditures of 
persons over 65 are essentially the same as approximately 80 per cent 
of them are debt free. Further-more, as may be noted from Table 52, 74 
per cent of the spending units of those over 65 in 1948, saved less 
than 10 per cent of their income. 
In addition, it must be observed that Engel's laws are 
descriptive of a static condition: they indicate the expenditures for 
·various classes of goods for different levels of income, but do not 
state what will occur as a family moves from one income level to 
another, and this is the particular matter under consideration. How-
ever, Maynard and Beckman concluded that; 
- - - - - it may be presumed, in time, as one enters 
a higher or lower income bradket, he tends to act li~e 
those in the new income level. To that extent dynamics 
may be implied from the data which purport to portray 
a static condition.* 
Finally, as Loeb observes: 
- - - - - We must therefore, conclude that, as long 
as society remains in its present volatile condition, 
the task of predicting what direction propoftional 
consumer expenditures will take, requires an estimate 
not only of future disposable income, in order to 
apply the effect expressed by Engel's Laws, but requires, 
as we'll, an estimate of other economic and social fac-
tors which may be operating overtime.** 
However, as conditions have in the past tended to be in a 
state of flux, and Engel's Laws have some validity, it is not impro-
baole that if some of the factors affecting consumption are taken in-
to consideration, the ~ollowing comments concerning the expenditures 
of the aged will possess some validity. 
Food: 
It is reasonable to assume that as the aged receive higher 
incomes the amount they will expend for food will tend to increase. 
This is similar to the tende~cy for the total population; however, their 
proportional food expenditures should decline as is indicated by Engel's 
Laws. This is based upon the interactions of the following factors, 
some of which will tend to bring abo~t a proportionate increase in 
food expenditures, but which, on balance are offset by several of the 
* 15, p.§8 
** 52, P· 27 · 
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factors enumerated below. The following factors will partially 
contrib~te to a rise in the proportional food expendnure: 
1. An increased consumption of fresh fruits and veg-
etables, and a shift away from the more starchy 
foods, as it is typical of the total population. 
2. An increase in the consumption of prepackaged foods, 
convenience products, and special dietetic foods which 
are generally more expensive than similar items and 
do not offer the same degree of convenience. 
- 3. An increase in the consumption of frozen vegetables, 
frozen dinners and other products which are pur-
chased largely because of the convenience which they 
offer. 
4. An increase in dinner entertainment which will nec-
essitate an additional food expenditure. 
5. An increased number of aged will purchase their gro-
ceries in supermarkets. This will undoubtedly lead 
to an increase in the total expenditure for food as 
these persons are, at least to a degree, as suscep-
tible to sound merchandising as the balance of the 
population. 
However, a number of factors will tend to offset the above, 
and the net result will be that the proportion spent for food will 
tend to decline as incomes increase. Among these, the following will 
be most significant: 
1. As the individual reaches the age of 65, his calorie 
requirements decline as he becomes less active. Hence, 
there will be a diminution in the amount of food he 
needs to consume. 
2. As the families of the aged establish their own homes, 
there is a striking tendency for the oldsters not only 
to reduce the quantity of food which they purchase, 
but also the variety. Thus many of the aged will dis-
continue to use cakes, pies and other similar f~ods. 
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Clothing 
3. There is a tendency for the aged person to eat 
irregularly, particularly if his spouse had 
died. Moreover, these persons then tend to limit 
the variety of their diets, and being unable to 
purchase roasts, etc., because of the leftover 
problem,will purchase the less expensive cuts of 
meat. 
4. Many of these aged, hampered by digestive difficultie~ 
will eliminate from their diets several foods, among 
these being veef, veal, and pork,relatively high value 
caloric foods, and will substitute foods which are easier 
to digest. In addition, poultry will oftentimes be sub-
stituted for these meats in order to provide protein, 
and it is a lower-priced source of this element. 
Althqugh proportional clothing expenditures for the general 
population increase at higher levels of income, the proportion expended 
by the older consumers will decline. This is comparable to the rela-
tionship between income, and clothing expenditures for the general 
popUlation. Several factors will ~ffect this diminution, among which 
the following are the most important: 
1. The clothing requirements of the aged are con-
siderably less than for the general population. 
Many of them are in retirement, leading less 
active lives, and their clothing; therefore, can be 
worn for an extended period of time. 
2. ·The women are not as style conscioup· as those who 
are younger, and, hence, are less motivated by this 
factor when purchasing clothing. 
3. Although these persons will tend to travel more than 
have their peers in the past, the emphasis will be 
placed upon simplicity and relaXation rather than 
social activities, and their clothing requirements 
will not be extensive. 
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4. 
5· 
6. 
Comfort and war.mth will be two of the major clothing 
appeals, and after the clothing'has b~en purchased 
with these attributes, the older consumers will be 
reluctant to discard them merely to provide variety 
in their wardrobes. 
The trend toward casualness, undoubtedly, will be noted 
in the clothing worn by these consumers. Thus, there 
will be less need for business shirts, and more for 
sport shirts, etc., which generally are less expensive. 
The same will be evident in their demand for business 
suits, etc.,; they will tend to own fewer of them 
than will those still active, and younger. 
Although many of the older women may t'end to purchase 
more clothing, as they increase the amount of enter-
tainment in their homes, this will be more informal 
and moderate, and the effect upon their clothing 
expenditures will be nominal. 
HOusing and Household Operation 
In Chapter VII, considerable evidence was presented to 
indicate that the expenditures of the aged for housing and household 
operation are not only less than for the general population ~t the 
present time, but also that they will tend to decline propor~ionately 
as their incomes increase. In relation to total expenditures, this is 
contrary to the pattern for the general population, as this proportion 
for the latter group tends to remain constant at the vArious expen-
diture levels; but is similar to the general pattern of this expen-
diture to income. Several factors, however, have exerted a strong 
influence to cause this proportion to rise. Among these have ~een 
the increased amount of time these persons will spend in their homes 
after they have entered retirement, increased costs of household oper-
ation, the developing awareness of their homes, and the desire to 
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present harmonious surroundings to their friends, etc., who come to 
visit them. Moreover, as their incomes increase, these factors will 
play an even bigger role in causing these persons to increase these 
exPenditures. However, as was noted in Chapter VII, o~er 64 per cent 
of these persons own their own homes, and it is logical to assume 
that the majority of homes are mortgage-free.* Thus, the absence of 
home mortgage payments as well as the tendency of the aged not to 
maintain their homes in as good repair as those who are younger, will 
probably offset the above factors that would otherwise be instrumental 
in effecting an increase in these expenditures. 
Recreation, Health, and Other Sundry Expenditures 
The analysis of the leisure-time activities and automobile 
ownership of these older consumers in Chapter VII leads to the con-
elusion that the proportion expended for recreational activities and 
transportation increases at high~r levels of income. Moreover, if 
the above reasoning is valid and the older consumers do ?Ot change 
their tendency to save, then it is reasonable to presume that the 
proportion devoted to recreation and other sundry items will be 
inclined to increase as their incomes rise. 
In addition, the following factors will exert a positive 
influence upon these expenditures: 
l. A larger proportion of these persons will be in 
retirement and will be devoting their energies to 
leisure-time activities. 
2. The health of these individuals is better than that of 
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Summary 
their peers of the past, and they will be inclined 
to lead more active lives. 
3. More of these older persons will develop hobbies 
in order to obtain personal satisfaction and rel-
axation. 
4. Because th~ir health is good, and theyJwill have 
someWhat higher incomes, more of these over-65 
persons will be traveling. They will be interested 
in packaged tours and traveling by airplane. 
5. Since their health will be good, they will be ;in-
terested in maintaining it, and their use of the, 
wonder drugs will undoubtedly be stimulated by 
this faator. Also, an awareness of th~ value of 
medical guidance in establishing diets., etc., 
will become more prevalent as the educational 
effects of advertising are felt by these individuals. 
The attitude of the over-65 consumers toward the virtue of 
saving for their heirs is undergoing a change, and they are beginning 
to be more conscious of their own needs. Moreover, the majority of 
these persons are viewing their financial future with confidence, par-
tially as the result of the increased stability inherent in the social 
security program, pensions, etc., which are becoming increasingly 
important sources of their subsistence. As these plans become more 
widespread, and the incomes of these persons rise to higher levels 
than at the present time, the proportionate expenditures of these 
consumers for food, clothing, housing, and household operation will 
. ' 
tend to diminish, and the proportion expended for recreation and other 
activities will increase over present levels. 
CHAPTER VIII 
MANUFACTURER'S EFFORTS TO CULTIVATE THE OVER-65 MARKET 
From the analysis presented in the previous chapters, one 
may conclude that the rate of growth of the over-65 market has tended 
to accelerate in recent years, and there is evidence to indicate at 
least a continuation of this trend. Moreover, the incomes of these 
consumers have risen in recent years, and will continue to do so, 
accompanied by a degree of stability, as the full effect of pension 
plans are felt. T.he changing attitude of these persons toward the 
desirableness of providing for their personal needs rather than prac-
ticing frugality, is also of considerable marketing significance. 
Further evidence of the growing market represented by 
these consumers has been the rapid increment in the number of primary 
individual households, consisting of persons living alone or with 
-non-relatives. In the interval from March, 1950, to April, 1953, there 
-----~=.:::::_ 
was an increase of 26.5 per cent in the number of these households, 
compared to an increase of 6.9 per cent in total households, and a 4.4 
per cent increase in the number of households maintained by married 
couples.* 
* 111, p.l. 
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The rate of increase for primary individual households 
has been much greater than that for households of married couples 
not in recent years only, but also during the nineteen thirties and 
th~ nineteen forties. This development has been the result of the 
g1•adual increase in the proportion of older persons in the adult 
population, the concurrent decrease in the proportion of young 
adults, and the rapidly increasing proportion of persons over 65 with 
their own households. 
This increase will undoubtedly be reflected in the rising 
demands of these older consumers for not only different housing, but 
also additional furniture, home furnishings and appliances. MOreover, 
. . 
~ ~ -these consumers will personally purchase their own food, drugs, clothing, 
etc., rather than have them purchased by their relatives or friends with 
whom they formerly resided. 
Furthermore, as evidenced by the consumer survey, these 
persons cannot be treated as a ~ecific market, one whose needs can 
best be met by the production of more wheelchairs and hearing aids, 
but rather is one for Which the cons~tion pattern is somewhat similar 
to that of the balance of the adult population. Thus, these oldsters 
should net be ignored by those in the food industry because they apparently 
are willing to purchase frozen foods, prepackaged dinners, and other 
food products which provide convenience. Comparable recognition of 
this expanding market is also warranted by manufacturers in other lines 
as has been noted previously. 
Manufacturer Survey 
In order to ascertain if an awareness of the mushroomiBg 
market existed among consumer goods manufacturers, a survey of 155 
~ompanies and service organizations was undertaken during the summer 
of 1956.. Data were obtained pertaining to the extent to which special 
products were being developed; the market research efforts of these 
concerns; the numberlof companies specifically appealing to this 
group by means of magazine advertisiil..g; the appeals being utilized; 
and the general opinion of these manufacturers concerning the po-
tentials of thfs market. 
Methodology 
The·only feasible and practicable method of sampling 
these manufacturers in order to obtain nation~r.ide representation 
was to selec~ the 25 major constuner goods manufacturers on the basis 
of the dollar volume of magazine advertising, using 1955 as the spe-
cific year.·· In addition, 107 other companies. were contacted ivhose 
products were con~idered to have a potential market in these con-
sumers. · Clothing, dietetic foods, mobile and prefabricated homes, 
recreational equipment, and drugs were included in this latter group. 
In addition, 21 of.the leading advertisers in the field of trans-
portation and travel agencies were selected in order to provide 
adequate representation in those-fields. Four trade associations 
were also ~olicited for information. 
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MANUFACTURERS AND OTHER ORGANIZATIONS SURVEYED IN MANUFACTURER SURVEY, 
- . -
BY TYPE OF INDUSTRY AND DEGREE OF COOPERATION, 1956 
--- - - -
Degree of Cooperation 
Type of Industry Contact Responded -a 
Number Per Cent Number Per Cent 
of Total of Total 
Appliance il.l 7 10 6 
Clothing 25 16 22 14 
Drug 23 l5 19 12 
Food, General 24 16 22 14 
Food, Dietetic 5 3 4 3 
Furniture and Fixtures 10 6 9 6 
Medical Equipment 2 l 2 1 
Mobile or Prefabricated Homes 5 3 3 2 
Personal Care 9 6 8 5 
Recreation Equipment 7 5 6 4 
Soft Drink 6 4 5 3 
Tobacco 5 3 4 2 
Travel Bureau 8 5 6 4 
Railway Transportation 5 3 5 3 
Bus Transportation 1 1 1 1 
Airline 5 3 5 3 
Trade Association 4 3 4 3 
Total 155 100 135 87 
-a Eight manufacturers responded by letter only and stated they 
did not have any products developed specifically for this market. 
Four drug mahufacturers responded they advertised only to phy-
sicians, and therefore did not desire to be included in the 
survey. Two companies stated they were unable to cooperate 
because of company policies which prohibited such action. 
Source: Survey of Manufacturers, 1956. 
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Although the gross sample is a negligible proportion of 
' the total universe of consumer goods manufacturers and transportation 
organizations, it was assumed that the larger companies would be more 
cognizant of the growth of this market; and, therefore, would be more 
inclined to develop innovations for it than would the smaller concerns 
which might be unable to afford the risk. It was considered logical, 
also, that more marketing research would have been conducted by these 
larger organizations and this would be reflected in their advertising 
campaigns. Furthermore, because this survey was to be conducted by 
mail, it was assumed that the larger manufacturers would be more 
cooperative, an assumption substantiated by the results. However, 
either because of a lack of representation of large companies in-
come of the product fields, or the actual existence of smaller ones 
which were producing products considered to have a potential in this 
market, a selected number of smaller companies were included in 
the sample. The specific types of manufacturers, and the number con-
tacted, and the response obtained from them, are presented in 
Tables 53 and 54. A copy of the questionnaire which was mailed to 
those manufacturers and the letter of transmittal which accompanied 
, ~ it, are presented in Appendix K. 
The questionnaire, after having been pre-tested, was mailed 
the fourth week of July, 1956. Three follow-up letters were used; the 
first was mailed two weeks after the first contact, the second, two 
weeks later, and the thi~d was sent the first week in September, accom-
panied by an additional questionnaire. These letters were sent to the 
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presidents of the various concerns in order to maximize the rate of 
response. The travel agencies and the transportation companies and 
a selected number of manufacturers were contacted by an initial and 
two follow-up letters in those instances where the questionnaire was 
not considered applicable. 
Assumptions and Limitations 
Several assumptions in this phase of the study were nec-
essary. It was assumed, and later borne out by the response, that 
the presidents, if they were unable to supply the data requested, 
would direct the questionnaires to persons in their organizations 
who would be familiar with the information desired. Further, several 
of the manufacturers produced a varied line of products, and, therefore, 
were difficult to classify. For example, one company produced hearing 
aids and television sets, one being medical equipment, and the other an 
appliance~ It was, therefore, necessary to estimate the relative 
importance, salewise, of these various lines in order to properly 
categorize these manufacturers. 
Another problem was the limited number of manufacturers 
~ in each of the sub-groups of the manufacturers who responded, par-
ticularly those in which the return was low. Therefore, the results 
of the gross sample possess a greater degree of reliability than 
those of the sub-samples. In addition, it must be noted that the 
degree of. variability for the individual questions cannot be deter-
mined as the sample was not designed on a probability basis. 
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TABLE 54 
NINTY-SIX MANUFACTURERS INCLUDED IN THEl FINAL SAMPLE, BY INDUSTRY, 1956 
Respondents -a 
Industry 
Number 
Appliance 7 
Clothing 20 
Drug 14 
Food, General· 20 
Food, Dietetic 4 
Furniture and Fixtures 7 
Medical Equipment 2 
Mobile or Prefabricated Homes 3 
Personal Care 8 
Recreation Equipment 5 
Soft Drink 3 
Tobacco 3 
Total 96 
-a Respondents who returned questionnaires. 
Source: Survey of Manufacturers, 1956. 
Per Cent 
of Tota:l 
7 
21 
15 
21 
4 
7 
2 
3 
9 
5 
3 
3 
100 
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Several questions pertained to the research being conducted 
by these companies and their plans for introducing new products spe-
cifically for this market. The data obtained on these activities 
must be interpreted with an extreme amount of caution as it is logical 
that these concerns were reluctant to divulge any major corporate 
secrets. However, a number of companies were specific on this point, 
but requested that this information be treated confidentially. 
Rate of Response 
Considerable interest in this study was evinced: of the 
155 organizations contacted, 134 ~esponded, either by questionnaire, 
letter, or both. This constituted an 87 per cent response, consid-
erably above the average for mail surveys. Of the 132 manufacturers 
who were solicited, 113 responded. Seventeen of the 19 travel agen-
cies and transportation companies cooperated; and all of the trade 
associations contacted by personal correspondence responded. As 
further evidence of the interest in this study, only two companies 
did not request that they be supplied with copies of the results. 
~ Past Research on the Aged by Manufacturers 
A striking awareness existed among these manufacturers 
that their products were being consumed by those over 65; approx-
imately 95 per cent asserted that they sold to this market, and only 
4 per cent responded in the negative. Were these replies based upon 
research or executive estimates? Table 55 gives some interesting 
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TABLE 55 
MANUFACTURERS WHO HAVE CONDUCTED RESEARCH ON THE OVER-65 MARKET, BY 
-- INDUSTRY, 1956 - -- -- - -
Status of Bast Research 
Industry ~ Manufacturers -a 
Research No Research 
Conducted 
Number Number 
Appliance 1 6 
Clothing 2 15 
Drug 6 7 
Food, General 7 11 
Food, Dietetic •1 3 
Furniture and Fixtures 1 5 
Medical Equipment 2 0 
Mobile Home 2 0 
Personal Care 2 5 Recreation Equipment 4 
Soft Drink 3 Tobacco 1 2 
Total 25 61 
Per Cent of·Respondents 27 67 
-a Five respondents did not know if any research had been under-
taken or did not respond. 
Source: Survey of Manufacturers, 1956. 
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information on this point. 
Of the 91 companies which sold to these consumers, no more. 
than 30 per cent had conducted any research on this market. However, 
it should be observed that with the exception of the soft drink and 
recreational equipment industries, all the groups are represented, 
thereby indicating the presence of at least one company in each of 
these groups which had recognized the importance of this growing 
market. As might have been expected, a higher proportion, 43 per 
cent, of the companies in the drug field, than in any other group had 
researched this market, but 35 per cent of those in the food industry 
had also conducted investigations. Nevertheless, it is revealing 
that only in the mobile homes and medical equipment industries had 
more than 50 per cent of the respondents conducted research on these 
older consumers. 
Indications that more research on this market is being 
conducted by those in the air-transportation field are presented by 
the comments of the respondents in this area. Although none were 
able to present data pertaining specifically to the over-65 consumers, 
several provided statistics on the travel habits of those over 50, and 
~~ over 60. Thus, an airline representative reported that although they 
did not have any data reflecting a trend in the number of older pas-
sengers, he was able to report the following: 
Domestic - A personal interview type survey w~s conducted 
during March and April of the year 1954, covering 732 
boarding passengers at New York, Chicago, Kansas City, 
Phoenix, Los Apgeles, and San Francisco. Results of this 
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survey indicated that 6 per cent of the passengers inter-
viewed were over 60 years old, and there was li~e var-
iation by class of service--first-class flights had a 
slightly higher percentage than did tourist-class flights. 
However, 9 per cent of the passengers traveling for plea-
sure were over 6o, so that it is reasonable to assume 
that in the summer when pleasure travel reaches its peak, 
the percentage of older passengers may be higher than 
the 6 per cent in March and April, and in winter when 
pleasure travel is lightest, the percentage may decline 
somewhat. 
International - Questionnaire type surveys are made 
aboard Eastbound transatlantic flights at varying 
periods of the year, and over only outbound traffic, 
i.e., European residents on their way home are excluded 
from the findings. These surveys show that about 10 
per cent of the offseason passenger traffic, and 15 per 
cent of the peak summer-season passengers are over 60 
years. old. 
Another airline representative stated that in 1955 and 1956, 
approximately 20 per cent of their first-class passengers were 50 years 
or over, and 17 per cent of their air-coach passengers fell in that 
age bracket. He also noted that 49 per cent of their air-tourist 
passengers in July, and 23 per cent in January were traveling on 
vacation or pleasure and stated that undoubtedly the 65 and over 
people were in this category 
Contemplated Research 
Was there any evidence that these companies were becoming 
increasingly aware of the growth of this market and were contemplating 
catering to it in the futune? Table 56 presents a clear picture. 
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TABLE 56 
PLANNED RESEARCH ON THill OVER-65 MARKET BY MANUFACTURERS AND CHANGE IN 
THill RELATIVE IMPORTANCE OF THill MARKET, 1956 
Plans for Research and Relative 
ImportaiiC'e of Market 
Research -a 
Will Undertake Research 
Will Not Undertake Research 
Undecided 
No Information 
Total 
Relative Importance 
Increasing Relatively 
Static 
Decreasing Relatively 
No Opinion 
No Information 
Total 
Manufacturers -a 
Number 
19 
46 
22 
4 
91 
53 
22 
3 
ll 
2 
91 
Per Cent 
of To-tal 
21 
51 
24 
4 
100 
58 
24 
3 
J2 
2 
100 
-a Contemplate undertaking research on this market within the 
next twelve months. 
Source; Survey of Manufacturers, 1956. 
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Twenty-one per cent of these companies were planning research, indicat-
ing a growing realization of the potentials represented by these con-
sumers. Moreover, almost three-fifths asserted that this market was 
becoming increasingly important, relatively, for their lines. Only 3 
per cent stated there had been a relative diminution in the importance 
of these consumers as a market in recent years. 
Efforts to Cater to~ Market 
With this general attitude, therefore, it is logical to 
assume that these manufacturers have been becoming increasingly in-
terested in the development in the old-age market, and have added 
products to their lines in order to meet any specialized requirements 
of these oldsters. The contrary is more the truth. 
Products Primarily !£!:. Those ~ 65 
Only two drug manufacturers, one producing medical equip-
ment and another mobile homes, had developed specific products for 
these consumers. In the light of the developments in the field of 
geriatrics in recent years, the efforts of the drug manufacturers to 
meet the medical needs of the consumers is a logical development. The 
two companies which stated they had products primarily for this group 
indicated that they were the result of research on the requirements of 
older people, and consisted of a line of vitamins, mineral, hormone 
and nutritional preparations, and a metabolic-nutritive tonic. The 
medical equipment manufacturer stated that his company had developed 
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a residence elevator for this market. It may be noted thatthe need for 
this type of product was indicated in the consumer survey, as the neces-
sity for climbing stairs was one of the chief limitations of the homes 
of these oldsters. The mobile home manufacturer indicated that his 
company had developed a complete, modern mobile home which would 
provide these persons with transient mobility, and at the same time, 
make housekeeping easier. With these exceptions, no mention was made 
of products being manufactured especially for this group, and it may 
be concluded that almost universally, manufacturers had consciously 
or subconsciously classified these older consumers as merely a segment 
of the total population rather than having considered them as a 
specific market potential. Thus, this market, one approximately as 
large as the total population of Canada, and 70 per cent the size 
of those comprised of children under the age of 5, is not considered 
worthy of exploitation except in the incidental manner. 
Modification of Products 
However, although they were not developing special products 
for these consumers, it cannot be assumed that these manufacturers 
were overlooking them entirely. Appr0ximately one-fourth of the 
companies indicated they were taking steps to make their merchandise 
more appealing to these older consumers, and it was only in the soft 
drink, dietetic foods, recreational fields, and tobacco that no such 
evi~ence was presented. On the other hand, all of the companies 
queried in the mobile homes and medical equipment industries indicated 
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TABLE 57 
PRODUCT MODIFICATION BY MANUFACTURERS TO APPEAL TO OVER-65 CONSUMERS,56 
Response 
Have Modified Product 
Have Not Modified Product 
Don't Know 
No Information 
Total 
Source: Survey of Manufacturers, 1956 
Manufacturers 
Number 
21 
59 
6 
5 
91 
Per Cent 
of TOtal 
23 
65 
6 
6 
100 
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they had taken such action (Table 57). The following product revisions 
to make their products more appealing.to these consumers were men-
tioned by these manufacturers: 
Industry 
Food 
Clothing 
Appliance 
Mobile Home 
Medical Equipment. 
Personal Care 
Drug 
Home furnishings and 
fixtures 
Product Revisions 
Package improvement. 
Specially designed milk to meet nutritional 
needs of aged. 
Specific food products now being market 
tested. 
Conservative patterns and styling. 
Better fit--more comfort, and exclusive 
styling. 
Keeping styles up to date for the aged. 
Introduced a 30" range which is suitable 
for older consumers. 
Homes more livable, and attractive, but 
not limited to aged. 
Size and Economy. 
More Safety Devices. 
Prod~ct "performance" - (presumably posses-
ses feature which provides youthful appear-
ance, etc.). 
Rich moisture cream. 
Conservatively attractive packaged. 
Labels on bottles revised to give equal weight 
to geriatric use as for pediatric usage. 
Try to overcome fear or resistance on the part 
of the older person about using a ''baby 
product". 
Palatability 
Ease of administration--liquid medications 
rather than pills or capsules. 
Safety features provided in bathtubs, bathroom 
fixtures, etc. 
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The limited number of these revisions make it difficult 
to refute the conclusion that the majority of the manufacturers con-
tacted were not attempting to make their line more appealing to .those 
over 65. Moreover, these four companies were concentrated in the 
drug and food industries. However, 4 additional companies were 
considering such action, but had not yet arrived a~ a firm decision. 
In addition, as previbusly noted, these data must be interpreted with 
considerable caution as it is a reasonable presumption that any of 
these manufacturers who were planning such a move, but had not div-
ulged it to the trade, would have been very reluctant to reveal this 
information in a survey. 
Factors Restrict~ng Market Development 
HOw can this almost universal refusal to cater to these 
older consumers be explained~ To some extent.this reluctance is 
more apparent than real, although the following factors suggest that 
additional research by manufacturers is essential in order to determine 
specifically how their product lines can be adapted to meet the needs 
of these older consumers. 
Awareness of the Size of the ~ Market 
To a considerable extent the lack of cultivating the over-
65 market can be attributed to a lack of research on the relative 
importance of the aged as a market at the present time. When queried 
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TABLE 58 
RELATIVE IMPORTANCE OF THE OVER-65 MARRET TO MANUFACTURERS, BY PER CENT 
- --oF'S.AIES, 1956 - -- --
Per Cent of Sales 
Under 5 
5 to 9 
10 to 24 
25 to 49 
50 and Over 
No Response 
Don't Know 
Total 
Number 
l2 
6 
l2 
2 
l 
6 
52 
91 
Source: Survey of Manufacturers, 1956. 
Manufacturers 
Per Cent 
of TOtai 
13 
6 
l2 
2 
l 
6 
57 
100 
214 
concerning the proportion of their company's sales going to these 
consumers, over 57 per cent responded they lacked the information 
\ 
(Table 58). An additional 6 per cent did not reply, presumably 
because they were unable to respond with any degree of exactitude. 
This relative lack of knowledge was exemplified by a railroad rep-
resentative who stated that he: 
had no data but your letter leaves me with 
the impression that because of the increasing number of 
persons who retire in good health at age 65, the group 
offers a considerable sales opportunity which should be 
cultivated. 
Others reported that they had no statistics, and merely 
based their comments upon general observations. 
However, of those who did have access to such data, only 
~ per cent stated that the aged contributed over 25 per cent of their 
sales. Thus, the respondent from a leading bus transportation company 
reported that 51 per·cent of their tour customers were over the age 
of 50, as contrasted to only 21.4 per cent of the total population 
in this age group. On the other hand, approximately 20 per cent 
indicated the aged were responsible for less than 10 per cent of their 
sales and as one may observe from Table 58, only l2 per cent believed 
the older consumers contributed from 10 to 25 per cent of their sales. 
Thus, to the large majority of these respondents who had the market 
information, it is evident the aged were not a major market for their 
products. 
TABLE 59 
MARKETS, BY AGE OF CONSUMER, TO WHICH MANUFACTURERS PROMOTE THEIR 
--- -
Age of Consumer 
-(year) 
Under 20 
20 to 39 
40 to 64 
65 and Over 
All Age Groups 
PRODUCTS, 1956 
Manufacturers -a 
Number 
6 
10 
ll 
6 
76 
Per Cent 
.2£ Total 
6 
ll 
12 
6 
84 
-a Several respondents mentioned more than one age group, and 
therefore, the number of markets exceeds 91 and the percentages 
total more than 100. 
Source: Survey of Manufacturers, 1956. 
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Desire for Extensive Market 
Another reason for this hesitation to cater specifically to 
this group has been the desire of these manufacturers to cultivate as 
wide a market for their products as possible in order to maximize sale~ 
Table 59 presents some interesting light on this point. Over 80 per 
cent of these manufacturers were appealing. to all age groups as con-
trasted to only 6 per cent who considered the over-65 consumers as 
one of their principal markets. Although none reported that the 
over-65 consumers were their only market, respondents in the clothing, 
drug, dietetic food, medical equipment, soft drink, and tobacco indus-
tries, stated they were appealing to these older consumers. 
It is essential that these previous data be viewed in the 
proper perspective. It should not be assumed categorically that these 
manufacturers have written these consumers off as an insignificant 
market, but rather as the respondent from a home furnishings concern 
stated, 
" Thus far, our market research tends to in-
dicate that the greatest expansion in demand has occur-
red among the younger married groups, considerably over-
shadowing the more gradual expansion of the Oder age 
market." 
The president of another major home furnishings company 
made somewhat the same point by stating , 
" This older group, therefore, is becoming a 
more ;tmportant market, but still is not the prime market". 
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Products with General Appeal 
A further explanation of this policy is the realization 
that the older consumer's consumption habits are comparable to those 
of the average consumer in many aspects as was clearly established by 
the analysis of the purchasing habits of these senior citizens. In ad-
dition, it was mentioned p~eviously that approximately 80 per cent of 
these manufacturers are striving to develop products with a broad 
market appeal, and it follows, therefore, that many of these items are 
consumed regularly by these older consumers One drug manufacturer 
made this point by stating that although his company's line was designed 
for all age groups. 
" • it was safe to assume, however, that they 
(those over 65) get upset stomachs, colds, scrapes, burns, 
minor infections and irritations just as do younger 
people." 
Several other manufacturers agreed with this statement 
and presented lists of their products which they assumed are being 
purchased by these older consumers. 
Appeals Used by Manufacturers of Products 
With Extensive-Markets --
Considering the wide variety of products which were enum-
erated by these manufacturers, it is difficult to summarize their 
specific appeals. In general these products had universal appeal. For 
example, one appliance manufacturer stated that his line was designed 
to provide entertainment, comfort, and better living~ and that electric 
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blankets would eliminate the need for heavy, cumbersome blankets. 
Obviously, these would have appeal to both the old a~d the younger 
consumers. Similarly, it was difficult for a hearing-air manufacturer 
to point out any specific feature of his product which appealed exclus-
ively to these consumers, rather than to all persons with hearing im-
pairments. 
Products with Specific Appeals 
However, a number of the manufacturers did mention specific 
features of their lines which they felt were attractive to these older 
consumers. For example, several of the respondents in the wearing 
apparel field stated that the warmth and heavier weight of the cloth 
in some of the items in their line was important. Thirty per cent 
of these apparel respondents believed that the comfort of their line 
was particularly appealing. Three of the nineteen clothing manufact-
urers believed their styling was attractive for these consumers. It 
is striking, how.eyer, that on}y two of these manufacturers thought 
that the price and durability of their lines would be appealing to 
these older consumers, a group which generally is considered to be 
living on limited incomes, and interested in these features. 
In the food field, several of the respondents mentioned 
that within their lines, there were products which were low in cost, 
but high in nutritional value, and suggested that these should be 
desirable to persons living on low income. Others stressed the palat-
ability, ease of preparation, and small size of the container which 
permitted greater variety and eliminated the problem of leftovers, 
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as features which made their products attractive to the consumers. 
Several of the general line food manufacturers also mentioned that 
they had products which 1rould be beneficial to those on diets., either 
because the products were of fine texture, more digestible, packed 
1tithout salt, contained a minimum of seasoning, contained little or 
no fat, had high protein content, or a low sodium content. One pro-
cesser pointed out that his products were desirable for those with 
dental and digestive impairments, and that they aided regularity. 
It is striking that only one of the cosmetic manufacturers 
thought that his line of products had any specific appeal to this 
group by pointing out that cosmetics are used at least partly to 
uhide the years".. He also mentioned that in his line were hair 
goods: 
". • • • • which wuld contribute to a younger and 
more vigorous appearance." 
Other than these comments, no evidence was offered by these cos-
m~tic manufacturers to indicate any interest in catering to this 
market .. 
Although none of the furniture manufacturers indicated 
they had developed products specially for the oldsters, one respond-
ent noted that these oldsters were increasing in number, and that 
with the advent of television, furniture was being used to a greater 
extent than in the past. With this tendency to bring the family 
back into the home, coupled 1vi th the gronng number of these ].)ersons 
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on retirement, he suggested that these consumers 1rould become a . 
more important market for furniture than they fol~erly had been. 
One could conclude from ·the comments of other manufacturers that 
these older people would be more interested in the traditional 
styles rather than the modern which is preferred by the younger 
home-makers. It was interesting, however, that one manufacturer 
thought these consumers would be attracted by his company's pro-
ducts vTith specific appeals: 
• • • • • upper-medium and upper-price lines off-
erings in the traditional, French Provincial or Ital-
ian Provincial styles, items which would appeal to 
those persons with means who would have the homes 
large enough to accomodate this furniture. 
That the majority of these older consumers would be a very limited 
market for this type of furniture is a logical conclusion as they 
have low incomes and prefer smaller homes. 
The hobby and recreational equipment and supply manufact-
i:lrers have had a mixed experience in catering to this group. A large 
distributor of books on a membership basis indicated that approximately 
19 per cent of his sales came from persons over 50. A sporting goods 
manufacturer be~ieved that his golfing and tennis equipment lines 
would be appealing to these consumers, but did not mention any 
specific features. One of the leading tool manufactuxers asserted 
that his company had not undertaken any research on how to make the 
product more appealing to this group, as it was not necessary and 
not practical. He stated he was more concerned about the individuals; 
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economic status and. interests rather than age or physical status. 
However, he noted that, 
n ••••••• these p~rsons could become a good in-
cidental market, as they are receiving pension income 
and have spare time, but as yet, they are too small 
:for specific eultivation." 
An outboard motor manufacturer stated that 5 per cent of' his 1953 
sales "'iere to retired persons, and stated they "'iere undertaking a study 
of' ·chis market. 
Service Agencies--Efforts to Cater to the Aged 
In contrast to the activities of' the above manufacturers, 
there was apparently a widespread cognizance by the travel agencies 
and transportation companies of' the development of' this older 
market. Thus, a re~pondent :for one of' the travel agencies said 
that they aimed at those 50 and over~ and hence had slowed con-
siderably the pace of' their tours.. These tours, at the "Present time, 
averaged between 75 to 115 days. They had tried air tours in the 
past, but have :found that these older consumers were reluctant to 
take them, and therefore, are now scheduling via ship. However, 
this agency believed that this reluctance to travel by air will 
gradually diminish as the middle-aged consumer becomes older. A 
steamship line representative noted these persons preferred to 
travel simply, and inexpensively, and selected the quieter un-
drowded ships and avoided the tourists on the beaten tract routes. 
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A representative of one of the world's leading airlines 
stated that its organization had pioneered the installment method 
of selling airline tickets and tourist fares, both of which were 
directed at the lower income groups. He believed these features 
would appeal particularly to the aged as they were on fixed incomes 
and could thereby afford to travel by air. A railroad executive 
stated that they were promoting family and "drive yourself" car 
plans, both of which, he asserted would be desirable for the older 
vacationers. 
Advertising to These Older Consumers 
Even though it is evid.ent from the above analysis that 
relatively few of these manufacturers had developed prod.ucts espec-
ially for these consumers, there has been presented ample evidence 
that these re~ondents believe that the old.er consumers do constitute 
a market for a wide variety of products. It is of some ~ortance, 
therefore, to ascertain if these manufacturers are promoting their 
products directly to these oldsters, or are approaching them in-
directly with appeals to the mass market. Moreover, since it is 
sometimes assumed that these perso~s are less receptive to adver-
tising than the general public, the appeals that are stressed to 
overcome this resistance are also of interest. other significant 
aspects of this promotional problem are the types of illustrations 
being used in the copy, and the types of magazines which these 
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manufacturers believe would provide them the widest coverage of this 
market. 
Advertising Appeals ~ Buying Motives 
Frequently, it is assumed that the older consumers are less 
influenced by advertising than the average individual; possess a higher 
degree of brand loyalty; and because of their advanced years, obtain 
pleasure in a limited number of ways~ In order to ascertain the manner 
by which these manufacturers were attempting to overcome these lim-
itations in appealing to this group, they were interrogated concerning 
the advertising appeals~they used, ~d the buying motives which they 
considered to be the strongest in the over-65 consumers. 
Concurrent with recent developments in motivation re-
search, it has become increasingly evident that the individual is 
motivated by a multitude of factors; and that his environment also 
exerts a profound influence upon his buying d~cisions. Basically, 
an analysis to ascertain the most effective appeals to be utilized in 
an ad should center initially upon the buying motives of these older 
individuals. If those motives are characterized by a lack of con-
sideration of definite arguments for or against the purchase, or if 
they are based fundamentally upon man's basic instincts, they are con-
sidered to be emotional. On the other hand, if there is a definite 
weighing of the pros and cons of a purchase and the consumer definitely 
deliberates concerning it, the motive is then characterized as being 
rational.* 
* 15, P·57 
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TABLE 60 
APPEALS USED BY MANUFACTURERS IN ADVERTISING TO THE OVER-65 MARKET, 1956 
.:.=..== -- -- -- - -
Manufacturers -a 
Appeal 
Per Cent 
Number of Total 
Comfort 
Economy 
Convenience 
Dependability 
Pride of Ownership 
Desire to be Different 
Emulation 
Recreation 
Other 
None 
34 
16 
15 
ll 
8 
4 
4 
3 
3 
46 
37 
18 
16 
l2 
9 
4 
4 
3 
3 
51 
-a Several respondents mentioned more than one appeal, and, therefore, 
the number exceeds 91 and the percentages total more than 100. 
Source: Survey of manufacturers, 1956. 
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The determination, however, of these fundamental buying 
motives is extremely difficult, and it is a formidable task to prepare 
a list of motives which can account for all the possible reasons why an 
individual may make a particular purchase. Nevertheless, this step is 
necessary if a manufacturer is to select the most effective advertising 
appeals. Frey has defined an advertising appeal as: 
11 the stimulus or incentive used in the 
attempt to induce prospective customers to become actual 
customers • 11 * 
These appeals are, generally, closely related to a basic buying motive, 
and are frequently designated by the motive with which it is associated. 
Thus, an appeal that is intended to entice a person to buy a pair of 
shoes which will provide him comfort, may be called a comfort appeal. 
For analyzation, therefore, these specific appeals may be classified 
according to the buying motives with which they are associated. 
Explanation for the Absence of Appeals 
From Table 60, a striking characteristic of the advertising 
programs of these manufacturers is apparent: in their attempt to dev-
elop a broad market, they are not specifically directing their adver-
tising to these older consumers, but rather are attempting to appeal 
to them as part of the mass market. This is evidenced by the finding 
that 51 per cent of the respondents indicated they did not appeal spe-
cifically to this group. This absence of promotion to the oldsters, 
* 9, p.256 
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however, in several instances, is based upon sound merchandising 
strategy of the manufacturers. For example, one leading food processor 
made the following statement to explain promotional policy: 
11 
• Normal older people can enjoy approximately 
the same kind of diet as any other normal adult. Since 
eating is one of the few pleasures left to this age group, 
we have never felt that we should push baby foods through 
consumer advertising when they are not needed. Also, when 
they are needed for special diet conditions, it is most 
apparent that they should be used under medical supervision." 
He went on to explain that, 
11 
• we have chosen thus far, to take a conser-
vative attitude toward the geriatric market. What our 
future policies along this line might be is still a 
question mark. 11 
Representative of the comments of several of the drug 
manufacturers, somewhat the same point was made by a leading man-
ufacturer of vitamins, cardiovasculars, hematinincs, and biological 
products, when he stated their advertising policy in the following 
manner: 
" • Our promotional media consists of 
medical journals, direct mail and selling through medical 
representatives, also known as detailment. We have dev-
eloped products for pediatrics as well as for adolescent 
years, and the elderly. It must be constantly borne in 
mind that our appeal is through the physician rather than 
direct to the ultimate consumer~" 
Although not expressed by any of the food processors or 
other soft drink manufacturers, a very profound explanation was of-
fered by one of the smaller, but progressive soft drink processors 
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when he noted that even though the older consumers are health and 
weight conscious, and a greater percentage have heart and kidney ail-
ments, and therefore recognize the sugar and salt free aspect of his 
company's product; it was their policy not to advertise to them 
because it is a soft drink that can be consumed by all age groups and 
by advertising to the over 65's, it would make their product sound 
too much like a medicine. 
A manufacturer of prefabricated homes commented upon the 
non-existence of a market among the over-65 consumers for his product 
by stating that the financing of their homes were: 
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II usually through a twenty, twenty-five or 
thirty-year mortgage loan, amortized in regular monthly 
installments. As a rule of thumb, most leading institutions 
or investors will not accept a mortgage which Will not pay 
out by age seventy of the borrower. Therefore •••• a relativew 
small percentage of our total volume is sold to persons 65 and 
over." 
However, he noted that his company would be one of the first 
to reach this untapped market if the movement to establish a market 
for mortgages on properties purchased by retired persons materializes. 
Finally, a representative of one of the leading manufacturers 
of personal-care products very succinctly presented the following com-
ments in explanation of their advertising policy. In stating why they 
did not advertise specifically to this group, he noted that: 
l. They are not apt to be purchasing for large families, 
as compared with the young mother~ Their families are 
- apt to be grown up and operating homes of their own. 
2. We believe we have some evidence that older people are 
less influenced by advertising and promotion than youn-
ger people. They seem to have a higher degree 9f brand 
loyalty, and have less interest in shifting to new 
products or trying new ones. 
3. We believe we have evidence that it is harder to reach 
old people through advertising. Either they do not read 
as much, or their minds do not grasp and retain the 
things they read to the same degree as do younger peop~ • 
The same seems to be true with reference to what they 
hear and see on radio and television. 
4. With products as universally used as ours, it would be 
costly and impractical to try to write ads especially 
for ol~er people. Any medium we would use for deliver-
ing these ads would have a large percentage of its cir-
culation among yougger age groups, and thus would 
have large "wasted" circulation. 
5. Actually, the only way we could make a toilet soap, 
for example, appeal more greatly to older people would 
be by playing down the romantic promise, using older 
people, and perhaps emphasizing mildness a little 
more. We are not convinced that a woman of 70, however, 
is not just as moved by a promise of greater beauty 
built around a 20'year-old brid~, as is any other women. 
Major Appeals Used in Advertisements 
However, it is noticeable that approximately 37 per cent of 
these manufacturers appealed to these person's desire for comfort, this 
being particularly evident in the advertising of the drug and clothing 
manufacturers. Thus, several of the drug manufacturers mentioned they 
stressed nutrition, good health, and the ability of their products to 
meet special dietary needs, and the clothing advertising emphasized 
the element of warmth, fit and flexibility. It may be noted that both 
of the mobile homes respondents stressed the same feature. 
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Approximately one-sixth of these respondents noted that in 
their advertisements they appealed to these consumers with emphasis 
upon the convenience embodied in their products. All of the manufact-
urers of strained foods and dietetic foods emphasized this advantage as 
well as those who sold mobile homes. 
In order to appeal to these older consumers, approximately 
18 per cent stressed the economical features of their products; this 
being particularly evident in the advertisements of the mobile homes 
and medical equipment manufacturers. This appeal was also acc~tuated 
by over 25 per cent of the dietetic and general line food manufacturers. 
Appeals to these older consumer's desire for a dependable 
product were made by approximately 12 per cent of these manufacturers 
in their advertising; Thus, those respondents in the clothing industry 
stressed the uniform quality of their product, the mobile home man-
ufacturers pointed out their product's durability, and ~hose selling 
furniture emphasized the quality embodied in their lines. Other appeals 
which were used by these manufacturers are presented in Table 60 
Summary 
In an economy in which the consumer is motivated into action 
primarily through the use of emotional appeals, it is revealing that 
these manufacturers mentioned economy, dependability, and convenience, 
all rational buying motives, as three of the four most important fac-
tors to be used in appealing to these oldsters. One appliance man-
ufacturer, commenting upon the growth of this group, numerically 
implied that they were not an expanding market for his linebecause 
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they tended to use appliances longer, and were less influenced to buy 
because of the new features, added to make the appliances more attrac-
tive. In a sense, this prevalence of rational appeals, and the emphasis 
upon the features of the product which provide comfort, are in conform-
ity with the findings of the consumer survey analyzed previously. 
The Inclusion of Persons Over 65 
In Advertisements 
It is generally accepted that the illustration in an adver-
tisement, if it is to be effective, must be appealing to the consumer 
to whom it is directed. Some authorities, therefore, have asserted 
that advertisements directed to these older consumers should have the 
advertising appeal delivered by one of their peers, or at least have 
an older person included in the illustration. In order to test the 
general acceptance of this theory, these manufacturers were interroga-
ted concerning their past practice of either including older persons, 
or referring to them in the advertisements directed at these older con-
sumers. Table 61 presents some interesting facts on this point. 
One may note from a perusal of this table, that over three-
fifths of these man~acturers had not included an older person nor 
made reference to one in their advertisements in order to make them 
more appealing to these over-65 consumers. However, over 26 per cent 
had included them in illustrations, and references to older persons 
were made by over 24 per cent of the respondents in order to achieve 
this specific objective. 
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TABLE 61 
USE OF ILLUSTRATIONS AND OF REFERENCES TO OLDER PERSONS BY MANUFACTURERS 
-- TO APPEAL TO THE OVER-65 MARKET BY INDUSTRY, 1956 
Type of Copy Appeal 
Illustration Reference to 
Industry of Older Older 
Persons Persons Neither 
Appliance l 
Clothing 3 l 
Drug l2 10 
Food, General 3 5 
Food, Dietetic 2 2 
Furniture and Fixtures 
Medical Equipment 
Mobile Home l 2 
Personal Care 
Recreation l l 
Soft Drink 
Tobacco l 
Total 29 21 
Per Cent of Respondents -a 26 24 
-a Several respondents mentioned both the use of illustrations 
and references and, therefore, the percentages total more 
than 100. 
Source: Survey of Manufacturers, 1956 • 
6 
14 
2 
14 
l 
l 
6 
2 
3 
3 
57 
63 
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The practice of including either illustration, or of ref-
erences to older people was not unifor.m among the respondents from 
the various industries • Thus, all but two of the drug manufacturers 
had included such illustrations in their ads, and one-half of the 
dietetic food processors had taken a similar step. On the other hand, 
none of the manufacturers of soft drinks, tobacco products, furniture 
and fixtures, medical equipment, or personal-care products had 
included similar illustrations. A similar pattern existed for the use 
of references to these older consumers in advertisements. In contrast, 
several of the air transport and travel agencies ~ad included illus-
trations of older persons in order to appeal to this market. 
Explanation for the Lim:i ted Use ~ 
Illustrations of Older Persons 
Several of the respondents elaborated upon this aspect of 
their advertising policy. Two of the leading manufacturers of air-
conditioners maintained that the age of the prospective consumer was 
of no interest to them at all, thereby inferring that the age of the 
person in the advertisement had no connection with its effectiveness. 
A representative of one of the major ai~lines, reported that, although 
his company promoted packaged vacations to Hawaii, etc., whick appealed 
more to honeymooners and those seeking exotic types of vacations, in 
a recent advertisement they had featured an elderly couple with the 
appeal, "When You Figure Up the Cost", thereby emphasizing the 
economical aspects of travel by air. A bus transportation agency 
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has appealed to this group in their advertising by stressing their 
Slumber-Stop Service, which permits hotel stops along the way; a 
very desirable feature for the aged who either cannot travel for 
long distances without excessive fatigue, or prefer to travel more 
£eisurely and go sightseeing along the way. A food processor re-
presentative, after indicating that his company neither included 
these illustrations or references in their ads, presented a list of 
articles pertaining to the dietary needs of the older consumer which 
his company had periodically submitted to newspapers on a national 
scale. Several of the articles are as follows: 
Prolong Good Health After Sixty-Five with the 
Proper Diet. 
Good Nutrition from Infancy Onward May Erase the 
Chronic Diseases of the Aged. 
Add Life to Years, Not Just Years to Life. 
How to Ease Life for the Aged. 
Food for the Silver-Haired Champions of Life. 
Good Nutrition for Senior Citizens in a One or Two 
Persons Household. 
For Good Nutrition Use Strained or Junior Foods in 
the Diet of the Aged. 
Similarly, several manufacturers presented pamphlets on 
dieting, the proper use of their products by the aged, etc., Thus, 
although the majority of these manufacturers were not including il-
lustrations or references to the aged in their advertisements, it 
cannot be concluded that they were not appealing to this group. By 
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means such as articles, similar to the above, pamphlets or through 
advertisements directed at the mass market, these manufacturers were 
appealing to the over-65 consumers. Moreover, it cannot be assumed, 
necessaril~ that advertisements with these features are being read 
by these older consumers; thus, although the drug manufacturers fre-
:quently included persons over-65 in their illustrations,over 57 per 
cent of them advertised in medical journals, thereby reaching the 
consumer only indirectly through their physicians. 
Magazines Used to Reach the Aged 
No unanimity existed among these manufacturers concerning the 
most effective magazine in which to advertise to these consumers. 
Approximately 34 per cent of these respondents did not mention any 
magazine, a response which was comparable to that of those not ap-
pealing to this group through advertising. Further, it may be noted 
that one-third stated they used no specific magazines to reach this 
group, and over 14 per cent stated they advertised in medical journals 
with this objective in mind. No magazine was mentioned by more than 
6 per c~nt of the respondents, suggesting the absence of unanimity 
concerning the most effective magazine through which to reach this 
market. Three of the manufacturers stated they advertised only in 
newspapers. 
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Summary 
A large number of facts have been presented in this 
chapter pertaining to the current efforts of manufacturers·and service 
companies to cater to those over 65. Data have been presented on their 
awareness of the market, research efforts, plans for introduction of 
new products, use of advertising, specific appeals considered to be 
most appropriat~, and an explanation of the apparent lack of cultivation 
of this market potential. In brief, these findings may be summarized 
as follows: 
1. Ninety-five per cent of these manufacturers stated 
that their products were being purchased by these older 
consumers, but they did not consider them to be 
a sufficiently large market for direct cultivation. 
Over 50 per cent of these manufacturers did not know 
the proportion of their sales made to this market; 
the majority of those who either knew or could es-
timate it, stated it was less than 10 per cent. 
2. Approximately 27 per cent of these companies had con-
ducted research on this market, and 21 per cent were 
planning to undertake a study of these consumers. The 
necessity of this research was evinced by the fact that 
approximately three-fifths of these respondents asserted 
that they were becoming relatively more important as a 
market for their products. 
3· Approximately one-fourth of these manufacturers had 
modified some of their products in order to meet the 
demands of these older consumers, but only 4 per cent 
were planning to introduce new products for this mar-
ket during the ensuing year. 
4. Over 50 per cent of these companies did not advertise 
specifically to these older consumers, and three-fifths 
nei,ther included older persons nor made special ref-
erence to them in their advertisements. 
5· Emphasis was placed upon the rational appeals of 
economy, convenience, and dependability, and the 
emotional appeal of comfort in those ads which were 
directed toward these consumers. 
6. The airlines, and other organizations catering to 
the travel market, have shown greater recognition 
of the potential of this market than the majof±ty 
of manufacturers contacted in this study~ They 
had included them in advertisements, and had slanted 
the editorial content of some of their advertisements 
in order to appeal to the older traveler. 
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CHAPTER IX 
EFFORTS OF RETAILERS TO CATER TO TEE OVER-65 CONSUMER 
_....;.._....;..;....;..;.;._ -- -- -- -- -- -
The preceding chapter pertained to the efforts of man-
ufacturers to cater to the expanding over-65 market. Although less 
than 5 per cent had developed products specifically for these con-
sumers, approximately 58 per cent believed these consumers were 
becoming relatively more important as a potential market, and one-
fifth were contemplating research in order to ascertain the most 
effective means to capitalize upon this growth. 
Survey of Retailers 
Tb supplement this infor.mation, it was considered essential 
that a survey of retailers be undertaken to ascertain what steps have 
been taken by these middlemen to appeal to these consumers. Because 
of their proximity to the market, it was assumed they could describe 
authoritatively whatever changes had occurred in the demands of these 
consumers, and comment upon the advisability of specialized departments 
to meet their needs. 
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Methodology 
The only feasible and practicable method of obtaining 
nationwide coverage of the activities of retailers was to utilize 
a mail survey as had been done in the manufacturer's study. Sixty-
eight retailers and one trade association were solicited in the Fall 
of 1956 by an initial and a follow-up letter (Appendix L). In order 
to enable these retailers to express themselves freely on their acti-
vities in this field, no for.mal questionnaire was used, but rather 
four broad questions were included in the initial correspondence. 
Assumptions 
Several assumptions similar to those made in the man-
ufacturer's study were necessary. As it was not practicable to 
include a large number of randomly selected retailers, forty-one 
of the major department stores were solicited who were considered 
to be particularly adept in meeting the needs of the consumer. 
Fourteen retail organizations specializing in men's and women's 
clothing, eight national food chains, two mail order companies, and 
the three of the major variety ~tore chains considered to be typical 
of those in their field also were included. The presidents of these 
. . 
organizations w~re contacted for the reasons mentioned in the man-
ufacturer's survey. In addition, a representative of a leading trade 
association was solicited for any information·he could offer on dev-
elopments in this field. 
Rate of Response 
The degree of cooperation obtained in this survey was 
somewhat less than had been experienced from the manufacturers. Of the 
organizations contacted, forty-nine replies were received, or 71 per 
cent of the sample. Thirty-three of the department stores, six of 
the food chains, six of the specialty stores responded, as well as 
all of the variety stores and mail order retailers and the trade 
association. 
Current Status of Research 
One of the major elements of strength of department stores 
is the wide variety of merchandise which they offer, thereby enabling 
the consumer to concentrate their purchases in one establishment, a 
factor which makes them particularly attractive to older consumers. 
It is evident from this survey however, that few of these stores have 
conducted research on the buying habits of these persons in order 
to ascertain their particular merchandise requirements. 
This does not imply that the buyers of the individual 
departments have not adjusted their merchandise stocks to meet the 
needs of these consumers, but rather that any information which 
they may have obtained has not been centralized in order that all 
departments may utilize i~ for more effective merchandising. Personal 
interviews with several department store buyers tended to substantiate 
this conclusion. 
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Little evidence of such investigations was offered by 
the variety and specialty_goods retailers, but several of the de-
partment store, mail order and food retailers elaborated upon their 
efforts in this connection. From the analysis which follows, however, 
one may conclude that considerable additional research will be necessary 
. 
if this market is to be served more effectively by those in retailing. 
~ of Research Considered Essential 
Is this paucity of data pertaining to specific merchandise 
preferences of oldsters and the necessity of specialized departments 
primarily the consequence of insufficient research? The general at-
titude of these executives on the need for this research was aptly 
expressed by the research director of one of the largest department 
store chains in the following trenchant analysis as he commented upon 
the needs for specialized departments: 
"Frankly, it woul<J, appear that the more immediate 
research problem is one of determining vrhether there 
are, in fact, such special needs. The question is an 
important one, and.I have given some thought to it 
during the past year. The age distribution of the 
American population, and the prospective age distri-
bution as the life span lengthens,together with the 
probable sharp rise in income of the aged in recent 
years, are marketing facts whose significance has yet to 
be understood in more than fragmentary fashion. 
The amount, frequency and distribution by merchandise 
type, price and other characteristics, of goods bought 
by the aged are virtually unknown. The physiological 
and physchological underpinnings of this market vrill be 
better understood as various studies in geriatrics are 
published, but a lot remains to be done. 
241 
It may be that the aged do not have needs of such a 
nature that we must cater to them in any special vray at 
all--at least, not at the retail level. Perhaps it would 
be a psychological error to do so. After all, Americans 
are not too respectful of years, as they are generally 
'not an overly tradition-oriented people. Older people 
doubtlessly share this self-depreciating attitude to 
some degree. This may induce a profound reluctance to 
accept special treatment because this is admission that 
one bears the stigma of old age. At any rate, since 
action to meet older people's needs must wait upon 
accurate and detailed information concerning these 
presumed special requirements, the latter seem to me 
to be matters of prior concern". 
Change in Purchasing Habits 
In addition to this recognition of the necessity for 
research on the subject, several retailers emphasized the changing 
attitudes of these consumers toward their role in society, and their 
concurrent desire to maintain an active role. Partially because of 
this factor, there is much less distinction between the needs of 
older and younger adult consumers than was apparent some years ago. 
Several of the respondents in the department and_specialty goods 
fields mentioned this, and it was very aptly expressed by a variety 
chain respondent as follows: 
tt There has been, in recent years, a leveling off of 
demand differential between merchandise purchased by 
different age groups. For instance, at one time, our 
stores sold ladies' hats in the Millinery Department 
that were styled for the older customers and called 
"matrons' hats11 • Today, the older group feels somewhat 
insulted in being shown a matronly type of hat. Con-
sequently, the styles are more of the nchic" variety 
and commonly known as "ageless style hatsn. There is 
a definite tendency, in wearing apparel merchandise, 
for older women to purchase more youthful styles.n 
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In the same vein, a chain department store respondent 
summarized the aforementioned tendency. 
In ~ther words, with the increased length of life, and 
the apparent ability of older people to stay young, a woman of sixty-
five is much more likely to purchase the same kind of dress as a 
young women in her twenties than she was some years ago. This applies 
to many other items besides dresses. 
Other Purchasing Habits 
In addition to the above fundamental change in their pur-
chasing habits, a representative of a store specializing in women's 
·clothing noted that these consumers are inclined to purchase a larger 
amount of units at one time rather than coming into the store for one 
specific dress. He also noted that these persons will pay more and 
buy better merchandise than her average customer; but, that they 
tended to shop less frequently. He asserted also that his older 
customers displayed greater loyalty to a store which reasonably sat-
isfied their desires, and could therefore be considered a regular 
customer in any department in which they shopped. This view is sim-
ilar to that expressed by several manufacturers when they mentioned 
the strong brand preferences of these consumers. 
Specialized Departments for Over-65 Consumers 
.;.;;.;....;...;, ____ ..;;:;.;;;..:;...;.;;;;....;;..;;:;=..;....;. ---
If the above experiences are accepted as being typical of 
those of other~tailers, the question arises concerning the advis-
ability of establishing departments to cater especially to these con-
sumers. The reactions of these retailers were mixed. Only two de-
partment stores have established such departments. The respondent 
from Lord-& Taylor, a leading New York store which had opened their de-
partment in 1945, described their program as follows: 
'(Regarding the handling of consumers over the age of 
60 at Lord & Taylor, we have approached it by having two 
separate shops for them. Each shop dealing in different 
buying income levels. These shops are guided in the main 
by the thought that older women prefer to shop in quieter 
surroundings, and to know that they are being catered to. 
There is a growing feeling among women in this age group 
that the designers and manufacturers, and even the stores 
are only interested in the young. Perhaps it is because 
at all the fashion shows, most of the mannequins are young. 
We have set up these separate shops to indicate that we do 
cater to this age group, and that we are intensely inter-
ested in them, even to the point of having a separate 
shop for them. 
In each of these shops - the higher priced shop and 
the budget shop, we carry coats, suits and dresses. 
Now as to selections, we maintain that consumers over 
the age of 60 are still young in spirit and that their 
clothes must have a youthful appearance. We do realize 
that certain figure problems exist, and we try to solve 
these problems for our customers in this age group. We have 
been one of the stores that has maintained all through the 
years that women's clothes should be separate from what 
are known in the retail field as "misses clothesn. My 
reasoning on it is that if they were combined, the women's ~­
clothes would be lost because of the great enthusiasm for 
younger groups, and because of the faster activity in the 
younger group sales. 11 
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'Another department store executive indicated that they had 
a department 11Niagara Massage" which had a large percentage of oJ,der 
customers, and he estimated that 70 per cent were over 55· A New York 
specialty store operates a department designed for persons interested 
in relaxation. Most of their furniture is too specialized for the 
average home-furnishings store or department to stock, because of the 
low inventory turnover, and the complications in selling such merchan-
dise.* 
None of these retailers, however, suggested a need for such a 
merchandise outlet which would sell primarily to older consumers on a 
basis comparable to the Lane· Bryant Method of operation. 
Exceptions, however, to this general pattern were evi~ced 
in the food field by four chain represe~tatives who stated that their 
organizations were developing departments which would appeal to these 
oldsters. They indicated that dietetic food departments were being 
provided, in part, for these consumers; and noted that the influence ~ 
these consumers was evident in the multiplicity of sizes, particularly 
in the small packages of self-serve meats, and the smaller size of 
packages for canned goods and other items. They also asserted that 
the influence of these persons was being felt in the development of 
highly processed and more table-ready foods. In addition, one of'the 
representatives indicated that his chain was cooperating with the 
H.J. Heinz Company in the introduction of their Senior Foods line in 
several selected test markets in the Mid-West. 
* 55, p.71 
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Policy Justification 
The policy not to establish such departments for the aged in 
other types of retail outlets undoubtedly was formulated after consid-
erable deliberation in many instances. For example, the research dir-
ector of one of the departments store noted that: 
"We had each of our 250 merchandise departments 
estimate the proportions of their customers of various age 
brackets including the over-65 years to develop~the poten-
tial importance of total store sales. For the over-65 
years people, the proportion was surprisingly small. 11 
A representative of a variety store chain indicated that 
his organization had not developed departments of this nature because 
they were operating in a lower priced field, and such specialization 
was not necessary. However, the majority of the retailers asserted 
they were endeavoring to maintain their merchandise stocks in proper 
balance in order to meet the needs of their clientele; and that, . 
although their older customers in some instances may r.equire special 
items, much of the merchandise they deS$red was identical to that 
sold~ other adult persons. Therefore, they believed that if the 
manner in which a department store is organized is taken into consid-
eration, the most effective means of meeting any specialized demands 
of these consumers would be to stock these items in the major depart-
ments in which they normally would be carried, rather than by attempt-
ing to assemble them in one location. They were, therefore, not ig-
noring the older consumer, but rather did not believe that specialized 
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departments were essential. That such a decision is warranted is in 
most instances evinced by a reflection upon the types of merchandise 
purchased by these consumers: it would appear that only those depart-
ments specialized in food, clothing and possibly drugs would have 
sufficient potentials to justify such action. 
Merchandise with Aboee Average Appeal 
to the Over-65 Consumers 
The absence of specialized data on the over-65 market pre-
eluded the ability of several of the retailers from elacorating upon 
the merchandise preferences of these consumers. However, a specialty 
goods retailer noted that: 
• "the one outstanding department that might 
show a definite difference in product that they might 
purchase would be shoes where there is a particular market 
for the lower heel sandal type with definite strap support. 
Also, we know that most of those consumers desire a small 
platfor.m in their shoe which does make.for a certain amount 
of comfort, and there is a definite need of comfort over 
style." 
Substantiating the finding of the consumer survey that there 
is a definite need for large size dresses by the older women, respond-
ents from a department store and a retail store specializing in women's 
clothing stated they had experienced such a need in the dress depart-
ments, but that these sales constituted but a very small part of their 
business.* Finally, a food chain respondent who has been quoted prev-
iously, reported that according to a recent article in Progressive 
* 55, p.ll9. 
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Grocer, about 20 per cent of the baby food volume was consumed by 
families with no children. Presumably the aged are included in this 
latter group. 
Service Preferences of OVer-65 Consumers 
Although one writer has suggested that the aged, because 
of physical limitations tend to patronize only those stores which offer 
delivery service, none of the respondents noted that this was a service 
particularly requested by the group.* HOwever, the logic of this rec-
ommendation cannot be ignored; and a similar suggest~on that retailers 
promote telephone and mail order selling to these consumers is sound. 
One department store respondent had observed that the older consumers 
used their Personal Shopper Department more than the younger ones, 
particularly for staple goods. Several retailers also noted that these 
consumers constitute a large proportion of the users of customer 
seating and lounge facilities, apparently because of fatigue. One de-
partment store respondent observed that these persons tend to use the 
elevators more than do those who are younger, and a food chain execu~ 
tive noted that the influence of these older people was evident in the 
location and layout of their parking lots. 
Several of the retailers believed that the older consumers 
required more personalized attention than did the average customer, 
particularly clothing alterations; but, that if given this service, they 
would respond more readily to the suggestions of the salespeople. Thus, 
* 49, P• 22. 
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particular attention to this characteristic in training programs is 
essential if the stores which cater to these consumers are to develop 
their loyalty. The desirableness of this loyalty was aptly expressed 
by the retailer mentioned. 
In response to the demands for schools of instruction for 
the development of specialized skills, and the pursuit of hobbies, one 
department store executive stated they entered such fields as dress-
making, millinery, the making of slip covers and draperies and home 
decoration. A fairly large proportion of the registrants of these 
schools were older people, and it is assumed that they were utilizing 
this means as an outlet for their creative ability. 
Public Relations and the Aged 
Four of the department stores, cognizant of the necessity 
of keeping these persons over 65 busy, alert, and self-sufficient have 
held hobby shows in cooperation vri th other connnuni ty organizations. 
One store turns its auditorium over to this event for several days, end 
invites hobbyists over 65 to display their wares, operate booths, and 
. 
take orders fliJr the items which they make • .Another has found a heavy 
demand from older people for schools of instruction in such areas as 
dressmaking, millinery, making of·slip covers and drapes, and home 
decoration. On re~ailer, aware of the general interest in the number 
of consumers over the age of eighty, holds an annual party each spring 
for its older friends and customers. In recent years, the number 
attending these parties has exceeded 1,500. 
APPLICATION OF P.REVIOUS DATA 
~uggested Research Project 
From this survey it is evident that although retailers 
are endeavoring to maintain adequate stocks and to balance them with 
merchandise which will meet the needs of these older consumers, the 
general policy is to deligate this responsibility to the individual 
department buyers rather than to centralize this information. Al-
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though this may have been effective in the past, because of the expanding 
nature of this market, and the increased tempo of lives of these consumers, 
it is recommended that more concerted efforts be made to coordinate this 
research data. In the department stores and chain organizations the 
merchandising research departments could logically assemble this mat-· 
erial and disseminate the conclusions that would be formulated to the 
merchandise managers. They, in turn, could utilize it more effectively 
in meeting the needs of these consumers. 
Suggested Areas of Research 
Although the aged purchase many of the same goods as do 
those who are younger, it would not be practical for all departments 
to conduct research on their needs. However, in those departments 
such as men and women'-s clothing, data could be gathered on the pre-
ferences of these consumers for styles, sizes, colors, price, and the 
most effective appeals to. be utilized on merchandising these products. 
This information.could then be passed back to the manufacturers in 
order that they could adjust their offerings to meet demand. That 
this is necessary is aubstantiated by a women's wear buyer's statement 
made to the writer that the Boston dress manufacturers were very slow 
in meeting the needs of these women for dresses in the half and larger 
sizes. The desirableness of other changes such as buttons on the 
dress fronts, the more frequent use of zippers, and the manufacture 
of more clothing from dacron and wool, could also be ascertained by 
similar studies. 
Research by department stores and other retailers on the 
use of. services by these consumers is also essential. The use of 
lounge rooms, tea rooms, elevators, beauty parlors, telephone and mail 
order services and credit and delivery by the aged is largely unknown, 
although some retailers believe that they use these services exten-
sively. If it is found that these consumers are frequ~nt users of the 
telephone ordering service, the ~ersonal shoppers should mention to 
these consumers the specialized merchandise that the store ha~ available 
for older consumers. The policy ofutilizing personal shoppers could 
also be adapted with a large proportion of their customers in th~s 
age group by self-serve grocery retailers by having special salespeople 
available to aid their customers in locating the merchandise in the 
store. 
Special attention should also be directed toward the needs of 
these customers by the altera~ion departments of these stores which 
sell men and wo~en's clothing. As noted previuusly, one of the major 
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difficulties experienced by these consumers in purchasing clothing 
was obtaining apparel which fitted properly. To some extent, this 
is undoubtedly the manufacturer's responsibility, but proper alter-· 
ation can oftentimes overcome some of these limitations. 
Summary 
T.he objective of this chapter has been to demonstrate the 
extent to which retailers have gone, to meet the needs of over-65 
consumers. It is apparent-that what research had been undertaken, has 
been largely on the departmental level, and that little effort has been 
made to coordinate this information. In general, these retailers noted 
the oldsters are tending to purchase similar merchandise to that 
purchased by those who are younger; and therefore, special de-
partments are not necessary to cater to this group. However, in 
those few instances, such as clothing and food, where such efforts 
have been made, the results have been very rewarding, thereby sug-
gesting a need for additional investigation of the possibilities of 
such specialization, a conclusion which was substantiated by several 
of the retailers. 
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CH.A.PmR X 
MERCHANDISE PRGiOTION _TO _THEJ __ OVER_-_65 .;;,;;MARKE==T 
From the analysis of the consumption and buying habits of 
the older consumers and the data obtained from the surveys of the 
efforts of manufacturers and retailers to cater to this market, it 
is feasible to deduce several generalizations pertaining to the types 
of products which should be appealing to these consumers. Further, from 
these investigations, and others which have been concerned with the over-
65 market, it is possible to suggest several effective appeals which 
can be stressed in advertising messages. 
Promotional Strategy 
Considerable evidence has been presented to justify the 
conclusion that, in general, the needs of the older consumers are 
quite comparable to those of the balance of the population, and there-
fore, they constitute a market for a wide~iety of products. However, 
the buying motives of the aged, and the concomitant appeals which are 
effective in prompting these persons to action are not necessarily the 
same as for those who are younger. For example, the convenience of an 
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automatic transmission may be particularly appealing to a man in 
his thirties, but to an elderly person with a heart affliction which 
necessitates the elimination of physical strain, the health or comfort 
appeals would be even more efficacious. Similarly, safety, economy, 
durability, convenience and labor-saving appeals are particularly 
effective in the promotion of merchandise to older consumers. For 
clothing, comfort is more effective than style as an appeal, and 
undoubtedly it is of value also in merchandising automobiles, furnitur~ 
and appliances. 
Income and Ere-Disposition to Appeals 
Are these appeals universally effective with all consumers 
over 651 Probably not. One writer has noted that persons with low 
incomes recognize the signs of old age more rapidly than do those in 
the high-income classes, and that they required less adaptability to 
the necessary changes which come. However, those in the middle and 
upper-income levels resist these changes which are effected by their 
advancing years. He observed also that these consumers are susceptive 
to appeals to their desire to maintain a youthful appearance by con-
cealing the effects of the aging process, and that they possess a strong 
desire for the material embellishments that cannote success.* It is 
reasonable to conclude, therefore, that as the incomes of the over-65 ~ 
consumers rise to higher levels, these appeals will.have more univer-
sal value to adve~tisers who promote their products to them. 
* 55, p.68 
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Types of Products and More Effective Appeals 
The deter.mination of the basic appeals or themes to be 
utilized in advertising to the over-65 consumens is highly important. 
Although their buying motives are subject to change, the following 
appeals are considered to be effective in promoting the following 
products. 
Food 
In the years after 65, several factors affect the food 
consumption practices of these persons. As the result of the decline 
in the volume and acidity of digestive juices, and the enzymes which 
break down foods in the stomach, many of these persons are inflicted 
Vll.th frequent digestive disturbances. Mastication complications also 
are frequently experienced. In addition, because they lead more 
sedentary lives, and oftentimes reside alone, there is a . tendency 
for these consumers to eat sporadically, and some authorities assert 
that they do not provide themselves with well balanced diets. 
Therefore, in order to overcome the effects of these 
factors, foods which are rich in vitamins, iron, calcium and protein, 
not highly seasoned, free of coarse fibers, low in calories, and pal-
atableJare suggestive of the types of foods which should be promoted 
to them. Recipes on the containers which are based upon their needs 
and which take into consideration the decline in the sensitivity of 
their taste acumen, are also desirable. Further, in order to enable 
tliem to provide themselves with variety in their diets, to minimize 
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their left-over problems, and at the same time, to prepare their 
food with a minimum of effort, small packages of table-ready foods 
should find a ready market in this group. 
Some manufacturers have found it beneficial to distribute 
booklets to this group which give helpful suggestions pertaining to 
methods ~f adjusting their changing requirements, and point out how 
their products aid in this adjustment. 
Clothing 
In Chapter V, several factors pertaining to the clothing 
characteristics of these consumers were discussed and the following 
generalizations evolved. In recognition of their desire to conceal 
the effects of time upon their physical appearance, clothing for these 
older consumers should be designed to "hide the yearsn. Thus, in 
women's clothing, high neck lines, dresses with capes to conceal 
their shoulders, and full blouses would be appealing. Further, 
clothing should be equipped with zippers or buttons in the front to 
enable these women to dress vri thout complications which might otherwise 
result from their physical limitations. 
Another concomitant of their advanced years is the nec-
essity for larger dress sizes and the half sizes for many of these 
consumers. Also, because of their sensitivity totemperature changes, 
wool or dacron should be used in the manufacture of their clothing, 
especially those for winter use. 
It is ~vident from this analysis that comfort is given 
paramount consideration by these consumers in the purchase of their 
wearing apparel. This is true not only in their selection of clothing, 
but also of shoes. Thus, in order to provide this feature, the use of 
kangaroo or kid leather is desirable. 
Although these consumers are not as style conscious as 
they were in their younger years, this should not be interpreted to 
mean they are not interested in this factor. Style is still important, 
but is not the primary factor, and their tastes tend to be more con-
servative. Further, because their lives in retirement are more leisurely, 
their clothing should possess a higher degree of infor.matility, and semi-
casualness. 
Furniture and HOusehold Equipment 
Even though it is recognized that the over-65 consumers are 
not predisposed to refurnish their homes, they nevertheless do purchase 
furniture. In the selection of furniture to be promoted to these con-
sumers, the following factors should be considered. 
Of primary consideration should be their physical limitat-
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ions and infi~ities. Thus, furniture should be designed so it will 
provide comfort, but at the same time, will be acceptable to those with 
physical disabilities. Reclining or contour chairs while desirable should 
not present any problems to the person who wishes to get out of them. 
Ottomans and leg stools are also desirable, as are lower beds with or-
thopedic mattresses. Furthe~re, retail salespeople should be trained 
to take these physical limitations into consideration when selling to 
these older people. 
As many of these over-65 consumers find it desirable to moYe 
into smaller homes or apartments, their furniture requirements will 
change. Thus, there is a need for dinettes, beds which serve also as so-
fas, and other furniture designed on a small scale. 
Closely allied to the health factor is the need for inrlor-
porating safety features into the furniture and household fixtures which 
are promoted to these consumers. Thus, non-slip rugs, square bathtubs 
with seats, baseboard lights, delayed wall switches, stairways with 
the first and last steps in light colored paint, etc., are all examples 
of items with this feature embodied in them. 
Several factors mentioned above are also applicable in de-
signing appliances. For example, in the smaller homes and apar~ents, 
small scale appliances such as six-foot refrigerators and electric 
ranges are recommended. Table model television receivers are more 
acceptable rather than elaborate console models. 
The safety features of appliances should also be stressed in 
promoting these goods to these consumers. Electric Blankets, wh~ch 
provide unifor.m heat and are light in weight can be sold on the basis 
mf,the safety features which have been intiorporated into their 
construction as well as a comfort app'eal basis • Electric blankets 
can be promoted to these consumers with emphasis upon the unifor.mity 
of the war.mth provided. Dishwashers can be eold on the same basis to 
persoas who have arthritis and other infirmities which necessitate 
them having their hands in water as little as possible. 
Other products which can be sold on a health appeal 
basis are air conditioners which enable them to control the amount 
of humidity and the temperature of their homes, thereby alleviating 
the strain upon their hearts which accompanies hot and humid weather. 
Space heaters can be sold on the same basis to remove the dampness and 
chilliness from rooms. Foot and muscle massagers for better muscular 
tone can also be promoted to them by the use of the same appeal. 
The convenience of refrigerators which have the frozen 
food compartment on the top, thereby eliminating the necessity for 
frequent bending and stooping would also be attractive to those 
individuals who find such activities difficult. The same is true for 
television receivers with top tuning. 
Drugs 
As was noted in Chapter VI, the drug manufacturers are 
particularly cognizant of the developments in the over-65 field. Such 
products as ophthalmic goods, wheelchairs, hearing aids, electric 
elevators are particularly designed for those persons with physical 
infir.mities, but there is also a need for drugs and phar.maceuticals 
which will enable these persons to lead more healthful lives. Vitamins 
are an excellent example of the type of product which should be pro-
moted. ·The proprietary drug manufacturers have been very active in 
meeting·the needs of these consumers; but other drugs are needed to 
overcome such ailments as backaches, dizziness, arthritis, and to 
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alleviate the general feeling of tiredness which is oftentimes 
experienced by those over 65. Obviously, medical research on cancer, 
cardiovascular renal diseases, diabetes mellitus, and senility should 
be carried on extensively. 
Recreation Equipment 
As a partial result of the increased leisure time which many 
of these consumers will experience as they enter retirement, coupled 
with their general feeling of well-being and the decline in their re-
sponsibilities, it can be expected that they will devote more of their 
energies to recreational activities. T.hus, an expanding market is 
developing for a large number of manufacturers who sell products 
designed for such hobby activities as flower growing, photography, basket 
weaving, sculptuihg, wood and metal working, etc. It behoves the man-
ufacturers of such equipment to encourage department stores, and 
shopping centers to hold annual hobbyShows. for these consumers. Further, 
much of this equipment can be sold on the basis of their labor-saving 
feature, or their capacity to per.mit these consumers to express them-
selves creatively with no great physical exertion. 
For publishers a ready market exists for books which explain 
how these consumers can retire and enjoy it, where to live on reduced 
incomes, etc., as well as those which promote the proper psychological 
outlook and enable the reader to become more infor.med on his physical, 
economic and social environment, and thereby, overcome the mental 
stagnation which oftentimes aceompanies the advanced years. One of the 
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desirable features of such books should be readable type. Magazines 
such as Lifetime Living, Journal of Living, Senior Citizen, etc., are 
examples of those which p~omote this outlook on the retirement years. 
Services of Travel Bureaus 
The opportunities for the travel market has been developed ' 
in Chapter VII and requires no further elaboration at this poxt except 
to note that these consumers prefer to travel more leisurely, with less 
embellishments, and on limited expenditures of money. Packaged tours 
developed by travel bureaus which are based upon the above factors 
should be attractive to this group. 
Gifts for Relatives and Children 
As has been previously mentioned, one of the psychological 
needs of older persons is the feeling that they have usefull and res-
pected roles in society. In the later years, many of their status-
giving roles have disappeared and they are constantly striving to 
develop substitutes. Although the role of a grandparent may be a poor 
substitute, nevertheless, it is one that is welcomed by most older 
people. In addition, although they may recognize that they should 
meet their children on a grown-up basis, and that their relations 
should be on a mutual respect, they still have the desire to be rec-
ognized as having been, and continuing to be, good parents. 
Therefore in order to achieve the above status, many parents 
continue to gain personal satisfaction from aiding their ch~en in a 
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material way. The range of products which can be promoted on this 
basis is difficult to estimate. Educational toys for grandchildren 
are an obvious item for such promotion; but other products which are 
used by adults can be promoted successfully. 
Services 
It was noted in Chapter VIII that the prop9rtional expenditures 
of these consumers for services would tend to increase as their incomes 
are augmented. Thus, the services of beauty parlors, dry cleaners, 
dentis~and physicians will undoub~edly be in demand by this group. 
Barbers who can provide their services in the homes of aged invalids 
in the evenings should be able to develop a profitable business. As 
many of the afternoon patrons of theaters are in this group, special 
appeals to them should be effective. 
Media 
In ~he determination of the most effective media to be 
employed in reaching this group, some clues are given by their 
leisure-time activities. Thus, as their most frequently mentioned 
activities were watching television and listening to the radio, it is 
evident that these media should be used. 
Further, as many of them mentioned vision difficulties, 
the picture magazines would be effective media. However, it is 
interesting to note that one-third of the consumers in the survey of 
consumers mentioned that they read The Readers' Digest. Other mag-
azines which should reach a broad section of this market are· those 
published by religious organizations, as this phase of their life 
receives increased attention in their later years. 
Other methods of reaching these consumers, which have 
been discussed previously, are telephone and mail order selling. 
These techniques would be particularly effective for department 
stores and other retailers who can combine these services with 
delivery and credit. 
Social Contribution of Advertising to the 
Over-65 Market 
It has been observed repeatedly in this study that the aged 
are formulating a change in the concept of their role in society. In 
order to expedite this evolution, a desirable objective for the adver-
tising efforts of manufacturers and retailers should be to promote an 
awareness of the satisfactions to be obtained in the mature years. 
The effects of such efforts would be felt, not only by over-65 con-
sumers, but also by the rest of society. Through them, it is con-
ceivable that the stigma that society places upon old age could be 
partially eradicated. 
The imperativeness of the elimination of the popular concept 
of old-age is obvious, and advertisers could speed up this sociological 
transition by including more frequent references and illustrations of 
mature persons in their copy. It is logical to assume that if illus-
trations of well-groomed and apparently successful older persons were 
to be included in advertisements, they would attract the attention of 
the elderly persons who would tend to associate themselves with their 
counterparts in the illustrations. 
TABIE 62 
ATTITUDES OF CONSUMERS AGED 65 .AND OVER CONCERNING THE AGE OF PERSONS 
IN ADVERTISINGILIDSTRATION'S, BOSTON, MASS.,l95"'b 
Age of Persons in 
illustration -
65 Years and OVer 
50 to 64 years 
40 to 49 years 
30 to 39 years or younger 
No preference 
Other 
No information 
Total 
-a 557 Consumers. 
Consumers Aged 65 
and Over---a-
Number 
72 
50 
22 
56 
329 
22 
6 
557 
Per Cent 
of TOtei 
'13 
9 
4 
10 
59 
4 
l 
100 
Source: Survey of Purchas·ing Habits of Senior Citizens, Boston, 
Mass., 1956. 
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Although it was found that 58 per cent of the persons 
interrogated in the consumer survey stated that the age of the 
persons in the illustrations used in advertisements for products 
which were sold to persons over 65, was not important, approximately 20 
per cent asserted that they preferred persons who were over 50 years 
of age (Tabie 62). If it is reasonable to assume that the majority 
of oldsters would not be adversely affected by the inclusion of older 
persons in advertisements, then it is logical to assume that this 
practice should be more widespread when appealing to this market. 
Another benefit of such action could also be derived: the 
balance of society, if frequently confronted with illustrations of 
apparently successful older people and presented with other types of 
efforts to indicate that these persons are still active and capable of 
maintaining an active role in life, would probably effect a change in 
its conception of the role to be played by those in the later years 
of life. The effects of such a transition would be highly salutory as 
many of these younger consumers will eventually move into this age gro~ 
and they, thereby, will be more prepared to accept the changes which 
are necessitated by the physiological and psychological changes which 
occur in the advanced years. 
CHAPTER XI 
SUMMARY AND CONCLUSIONS 
A major function of the sales executive is to be market 
or cons~er minded; that is, he must constantly keep abreast of the 
development of new markets for his company's products. In recent 
years, a sizeable market of persons 65 years of age and over has 
been developing, but very little research has been conducted on its 
importance. An impJDessive amount of research has been undertaken on 
ue economic 9tatus of the aged, their employment possibilities and 
limitations, and the physiological and psychological aspects of the 
aging process, but only meager evidence exists on the marketing 
implications of this demographic change. Marketing practitioners should 
investigate more fully the purchasing practices of these consumers in 
order that the frontiers of gerontagorasis may be pushed back; and more 
effective merchandising techniques developed to meet the needs of these 
consumers. 
The objectives of this. study have been to analyze the buying 
habits, and the consumption of consumers over 65, and the current 
efforts of manufacturers and retailers to fulfill their needs. In 
addition, supplementary information pertaining to their demographic 
characteristics, economic status, and attitudes on factors of marketing 
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significance have been presented in order to emphasize the quantitative, 
qualitative and psychological aspects of this market. 
DEMOGRAPHIC DATA 
Number and~ of Expansion 
In 1955, there were 14.2 million persons aged 65 and over 
in the United States and it is estimated this number will rise to 20.7 
million persons by 1975. The 355 per cent increase in the size of 
this group since 1900 has considerably outpaced the rate of growth of 
the total population. Moreover, it is estimated that there will be 
68 per cent more persons over 65 in 1975 than there were in 1950, con-
siderably exceeding the 41 per cent increase in the general population 
in the United States. 
Marital Status and Status of 
Living Habitat 
Contrary to common belief, 94 per cent of these persons 
are members of households, and 69 per cent head their own households. 
Forty-four per cent are married and live with their wives or husbands. 
There is a marked difference between the marital status of 
the sexes: 74 per cent of the men in their late sixties are married 
in contrast to only 49 per cent of the women of similar age. Over 50 
per cent of the women over 75 are widowed, but it is only in the over-85 
group that the majority of the men are widowed. 
Average Life Expectancy ~ 
Ultimate Life Span 
It is of considerable marketing significance that the aver-
age life expectancy of white males has increased from 48 years in 1900 
to approximately 67 years in 1951. This increase, however, has been 
primarily the result of a sharp decline in the infant mortality rate 
and the development of techniques for the prevention, treatment, and 
diagnosis of diseases sue~ as smallpox, typhoid fever, etc., rather 
than marked achievements in the extension of the life expectancy of 
persons who have attained the age of 60. Further, although the rel-
ative number of octo- and septuagenarians is expected to increase, 
there is little evidence that the ultimate life'limit has been ex-
tended beyond the age of 100 (Chapter I). 
Employment Status 
Although earnings still constitute the primary source of 
income for the aged, only 41.9 per cent of men over 65 were employed 
in 1951. Moreover, this proportion has been declining gradually 
since the turn of the century, and this trend is expected to continue. 
It is noticeable that in 1947, the working life expectancy of the average 
60 year old male was approximately 9·7 years, and that it was estimated 
he would spend an additional 5.6 years in retirement. 
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Income Status and Aggregate Income 
It is clearly evident that the incomes of the aged are 
low; and the median aged family's income in 1952 was $2,276. Further, 
46 per cent of these families had incomes under $2,000. However, the 
income disparity of the aged is very pronounced. Thus, in 1952, the 
lowest fifth of the persons over 65 received only 3 per cent of the 
total aggregate income of persons over 65, and the highest fifth rec-
eived 57 per cent. Moreover, approximately 13.5 per cent of the 
families with incomes over $15,000. are those headed by persons aged 
65 and over. 
Although the average over-65 person's income is low, the 
aggregate income of these consumers in 1953 is estimated to have been 
approximately 18 billioni and this total is continuing to rise as the 
benefits of private pensions, social security, and related programs are 
received. Thus, this group is not only increasing quantitatively, 
but its purchasing power also is rising (Chapter II). 
Consumer Survey 
In order to ascertain the purchasing practices and attitudes 
on factors having significance to marketing of persons over 65, a 
probability sample of 557 over-65 consumers in Boston, Mass., was 
interviewed in 1956. The analysis of these data pertains specifically 
to the aged population in this city, but additional information has beEn 
presented which has been obtained in consumer studies in order to 
supplement these data and to give them broader significance. 
Food 
From this analysis it is reasonable to conclude that these 
consumers have effected significant changes in their food consumption 
habits since attaining the age of 60. The majority indicated that they 
were only consuming about 30 per cent of the selected foods at the same 
rate as they had at the earlier age. Twenty-three per cent mentioned 
270 
one or more foods which they have excluded from their diets. (Chapte~ IV). 
Twenty-two per cent of these consumers were on diets and 
approximately one-sixth were consuming foods packaged in water, without 
salt, or strained. It is evident that these consumers have a definite 
need for foods which have low sugar or sodium content, and that a market 
exists for foods which are free of coarse fibers and tough particles, 
and are mildly seasoned. 
It has been found in this and other studies that some of 
these older consumers purchase foods primarily sold for infants because 
they have found these foods palatable. Moreover, the small size of the 
container has proven to be not only more economical, but also enables 
them to minimize the left-over problem and at the same time to obtain 
more variety in their diets. It is reasonable to conclude that a line 
of similar food products would have a large potential among these con-
sumers. One manufacturer is currently market testing a line of foods 
for senior consumers. 
Contrary to popular opinion, the aged have accepted many of 
the recent food innovations such as instant coffee, frozen vegetables, 
frozen dinners, and frozen orange juice, Fifty per cent had recently 
purchased at least one frozen food product. 
As further evidence of their acceptance of marketing in-
novations, of those who purchased their own groceries approximately 81 
per cent shopped in self-serve stores. However, it is noticeable 
that about 17 per cent preferred the non-selfserve stores, stating 
that they liked the salespeople, lacked transportation, or had difficulty 
in locating items in the selfservice groceries, therefore, stores which 
have a large proportion of their clientele in this age group could over-
come these limitations by providing telephone and delivery service, and 
special employees to assist these customers while they are in the store. 
In addition, products purchased primarily by the aged could be grouped 
in the same department near the front of the establishment. 
Clothing 
There is considerable evidence which indicates that these 
older consumers are becoming less conservative in their attire than 
their peers of the past. Substantiation of this is demonstrated by the 
preferences of women for clothing colors and sleeve length; and the 
fact that about one-fift~ of both sexes asserted that older people 
should wear only dark colored clothing. The men also were becoming 
more clothes conscious, the majority indicating that they owned such 
youthful items as sport shirts, and extra trousers (Chapter IV). 
Sixty per cent of the women and 40 per cent of the men 
asserted they had difficulty in purchasing clothing which appealed to 
them. Over 40 per cent of the women stated that the clothing did not 
fit properly. Over 30 per cent of the women maintained that only lim-
ited styles were available and that the selection was not sufficient 
in the larger sizes. 
Health 
Of considerable marketing significance, especially to those 
in the drug and travel industries, is the health of these consumers. 
Fifty-six per cent stated that their health was good, and an additional 
33 per cent considered it to be fair. Sixteen per cent indicated they 
had not ailments; but the average person over 65 had 3.8 physical limi-
tations. The most frequently mentioned was arthritis, but approximately 
20 per cent also mentioned backaches, stiffness in their hands, arms, 
and legs, tiredness and poor vision, (Chapter V). 
Some authorities contend that the aged have deficient diets, 
but only 28 per cent of these consumers were taking vitamins. Addition-
al education on the value of these food supplements is essential, and 
advertising should be directed to these consumers as well as to their 
physicians. 
Personal Care 
Even though these women over 65 did not use toiletries to 
the extent that younger women do, they still were interested in main-
taining their appearance. Foundation cream, cream hand lotion, roug~ 
and bath salts were used by a larger prop~rtion of the older women 
than by those who are younger. Fifty-five per cent of these women were 
still utilizing the services of beauty parlors. Toilet goods and cos-
metic manufacturers by developing creams and similar products which 
will enable these persons to "hide the years", and by initiating adver-
tising campaigns directed toward these consumers, should be able to 
stimulate a market for their products, (Chapter V). 
Durable Goods Ownership 
Although the ownership by the aged of the basic appliances 
such as electric refrigerators, radios, vacuum cleaners, and regular 
washing machines, etc., is comparable to that of the general population, 
a lower proportion possessed the mo~e recently developed appliances; 
dishwashers, clothes dryers, automatic washer, and television receivers. 
This may be attributed to their limited incomes, and possibly, their 
skepticism concerning new products. The relative number owning auto-
mobiles was about one-half of the proportion for the general population? 
(Chapter VI). 
Consumer Purchasing Plans 
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Notwithstanding their limited incomes, 58 per cent of these 
over-65 consumers had purchased at least one durable good in the previous 
year, and 21 per cent were planning to make similar purchases during the 
next twelve months. In addition, from the Federal Reserve Board's Survey 
of Consumer Finances Studies, it was noted that in the United States, 
approximately 20 per cent of the spending units of older persons, purchase 
household appliances and furniture annually. Even though these relative 
proportions are less than for those of the general population in the 
United States, they do lend support to the conclusion that the aged 
have not withdrawn themselves completely from the durable goods market, 
and those with adequate incomes can be induced to make similar purchases. 
Moreover, it is evident that as their incomes are augmented, a larger 
proportion of these consumers can be induced to take such action. 
Leisure-Time Activities 
Considerable evidence has been presented to support rehe 
contention that the aged are reluctant to accept a solitary existence, 
but rather prefer to remain active members of society. The average 
over-65 person had 7.1 leisure time activities; the most frequently 
mentioned were watching television and listening to the radio. Also, 
the majority engaged in community activities, and continued to visit 
their friends and relatives to their homes for dinner entertainment, 
(Chapter VI). 
The admonition of many authorities on retirement ~mat these 
consumers should have hobbies to maintain their creativeness and to 
provide themselw.es enjoyment was ignored by about three-fourths of these 
respondents. Moreover, of those who had hobbies, 87 per cent had in-
itiated them before they had attained the age of 60. Thus, considerable 
promotional activity by hobby equipment manufacturers is essential if 
older consumers are to be induced to engage in such activities. 
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From an analys~s of their leisure-time activities, however, 
it is evident that a market exists for gardening equipment and supplies, 
wood and metal working products, and other items which are used in the 
pursuit of leisuretime activities. In the design of these products, 
stress should be placed upon the labor-saving devices as well as the 
cost and their capacity to per.mit these consumers to express themselves 
creatively with a minimum of physical exertion. 
Travel 
In spite of their physical and economic limitations, one-third 
of these consumers had taken a vacation in the previous year, primarily 
to destinations within a radius of 300 miles of their homes. Approx-
imately one-fourth were interested in going on a packaged travel tour; 
Florida and California were the preferxed destinations; and rail, air-
line, or bus transportation were preferred. The length of time which 
they·wished to spend on these excursions was more than the average 
family spends on a vacation. 
' The marketing significance of the above to travel agencies 
and transportation companies is apparent. These consumers with reduced 
responsibilities, good health, and increasing incomes can be induced to 
travel if they are solicited properly; and the accommodations offered 
provide leisurely and restful excursions, rather than the more active 
tours desired by persons of lesser years. Evidence that some travel 
bureaus have taken action was presented in the survey of manufacturers, 
but the market has barely been tapped. 
Attitude Toward Consumption~ 
Economic Status of~ Aged 
The aged in the United States owned approximately 19 per 
cent of the total consumer net worth in 1953, and 20 per cent of these 
assets were in a highly liquid form. About 79 per cent of these older 
spending units were debt free (Chapter II). Their economic status, 
coupled with their gradually rising incomes, and the desire of the 
majority to satisfy their own personal needs augurs well for those 
in marketing. Moreover, over 86 per cent of those interviewed stated 
they would be able to provide themselves with the necessities without 
assistance from friends or relatives, further substantiating the con-
clusion that these consumers constitute an expanding market (Chapter VIII). 
Effect of Income Changes Upon 
Consumption by ~ Aged 
The anticipated rise in the incomes of these over-65 con-
sumers will be of varying significance to different manufacturers. 
Although their cons~tion of many goods and services will expand, the 
rate will not be uniform for all types of products (Chapter VII). 
Food 
For example, it is logical to prognosticate that as their 
incomes increase, the absolute amount expended for food will also rise; 
but that the relative propor~ion will decline. This will be effected 
by the interaction of,their decreased caloric requirements, the 
reduced size of their households, their tendency to eat irregularly, 
the necessity for eliminating many items from their diets because 
of left-over and storage problems. 
Clothing 
Absolute expenditures for clothing by the aged will 
increase, but because of the following factors the relative pro-
portion will decline. It has been noted that over 50 per cent of the 
over-65 men are in retirement, and therefore as a result of their less 
active lives, their clothing can be utilized for longer periods of time. 
Also, the trend toward casual living will effect a reduction in the need 
for suits and businessshirts, and an increase in the demand for casual 
attire by the men. Moreover, the women are not as style conscious as 
they were in their younger years, and they will be less inclined to 
replenish their wardrobes to reflect minor alterations in styles. 
Finally, although these consumers will continue to entertain· and will 
probably travel more extensively, their apparel will be more informal 
and emphasis will be placed upon simplicity and comfort. 
Housing ~ Household Operation 
Expenditures for housing and household operations are not 
only less for those over 65 than the general population, but it is 
estimated that they will also tend to decline proportionately as their 
incomes expand. However, the increased expense of household operation~ 
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coupled with the tendency of persons in retirement to spend more 
time in their homes; and a developing awareness by them of the appear-
ance of their homes, will tend to effect an increase in the amount ex-
pended for this purpose. These factors, nevertheless, will be offset 
by the fact that 63 per cent of the aged own their own homes; and 80 
per cent of these are not mortgaged. Furthe~ore, these consumers gen-
erally do not maintain their homes in as good repair as those who are 
younger. In addition, those over 65 who change their living quarters 
will undoubtedly move into smaller homes, apartments, o~ reside with • 
their friends or relatives, thereby reducing their housing expenditures. 
Recreation, Health, and other Sundry Expenditures 
With declines in the proportionate expenditures for the above 
goods coupled with disinclination to save, it is evident that the aged 
will expend relatively more for recreation, medical care, and sundry 
items. Since over 76 per cent of them will be in retirement, the maj-
ority in good health, and a large proportion enjoying higher incomes, 
they will be predisposed to devote their energies to leisure-time acti-
vities. Some will initiate hobbies; others will travel more extensively; 
packaged tours will be appealing. In order to maintain their health, 
the aged will expend more on medical services and drugs, particularly 
many of the new innovations such as the 11wonder drugs 11 • T hey will 
also become more interested in adequate diets; and the manufacturers 
promoting products of this nature should experience an expanding 
market among their consumers. 
Survey of Manufacturers __ ........, __ 
Through the use ef a questionnaire which was sent to one 
hundred fifty-five manufacturers and related organizations, their 
activities to cultivate this market were ascertained, Eighty~seven 
per cent responded. It is an intriguing paradox that aJ. though 58 
per cent recognized that the over-65 consumers were becoming a 
relatively more important market for their products, only one~fourth 
had conducted research to ascertain their needs; and less than 25 
per cent had such research under consideration. Only four companies 
were marketing products primarily for these consumers, and an equal 
number were planning to initiate distribution of similar items. On 
.., 
the other hand, several travel bureaus were offering longer, inex-
pensive tours to appeal to. them, and the airlines were also interested 
in directing their attention to catering to their transportation 
needs, (Chapter VIII). 
Several factors account for this apparent lack of interes~, 
the most important of which are their desire to cultivate an extensive 
market, the assumption that they consume much the same as the rest of 
the population, and therefore can be reached effectively by advertising 
directed toward the mass market. Hence, 63 per cent of these com-
panies had included neiEher illustrations of older people or references 
to them in their advertising copy. Further, over 57 per cent were 
unable to state the relative proportion of their sales that were being 
made in this market. 
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Survey of Retailers 
Sixty-eight retailers and one trade association were 
solicited to ascertain what steps they had taken to meet the needs of 
ihis market. Seventy-one per cent replied. Although the majority rec-
ognized its existence, few had conducted research on its development. 
Many of the executives assumed from their experience that the buying 
habits of older consumers were changing; and at the present time, 
resembled those of younger consumers. Moreover, they observed that 
society places a stigma upon the aged, and therefore asserted these 
consumers would resent being singled out for specialized treatment. 
~ey maintained, however, that they were keeping their stocks properly 
balanced in order to meet the needs of all of their clientele. 
Thus, only two department stores had established departments 
for these consumers, one in clothing, and the other in drugs. Several 
of the food chains, however, were offering dietetic foods, and one 
was cooperating with a food processor in the test-marketing of a line 
of specialty foods for these consumers, (Chapter IX). 
Several of these retailers noted that a large proportion of 
these consumers desired more individualized attention, preferred to 
shop in quieter surroundings, used the elevators, lounge room, delive~ 
and personal shopping.service more frequently than did the balance of 
their clientele. One department store had found a large proportion of 
the members in the schools of instruction, were over 65, and another 
offers the use of its auditorium each year for a hobby show conducted 
by over-65 hobbyists. 
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Promotional Strategy 
Recognizing that an over-65 market exists, how can it be 
served most effectively1 Even though its needs may be comparable in 
many instances to those of the mass market, the effectiveness of 
appeals vary with the age of the consume~,(Chapter X). It has been 
demonstrated that these consumers are more interested in comfort than 
style when purchasing clothing, and that considerable emphasis is 
placed upon the feature of war.mth. Further, when purchasing furniture, 
their physical infirmities must be taken into consideration, and the 
health or comfort appeal again is influential. In the promotion of 
appliances, emphasis upon the safety, convenience and labor-saving 
devices should be effective, with the size and economy features. This 
latter appeal was mentioned frequently by manufacturers and retailers 
who were cognizant of the limited incomes of these persons. 
Finally, it is imperative that those in marketing should 
recognize the transition which is occurring in the philosophy of 
these persons and their desire to assume active and useful roles in 
I 
society. The acknowledgement of this change can be demonstrated in 
advertisements, display, and in the merchandise offered to these 
persons, Not only would these older consumers benefit by such action, 
but many of those destined to join this market, in the future, will 
become aware of satisfactions of the older years. 
APPENDIX A 
SAMPLE POPUlATION COMPARED WITH TOTAL POPUlATION AGED 65 AND OVER, BOSTON, MASS AND IN THE 
UNITED STATES, ( 1950), BY SELECTED CHARACTERISTICS 
Per Cent of Total Population Aged 65 and Over 
Sample Boston, Mass. United States 
Characteristic Both :Both Both 
Sexes Male Female Sexes Male Female Sexes Male 
-a AGE 
65 to 69 Years 40 40 39 41 44 40 41 42 
70 to 74 Years 28 24 32 28 28 28 28 28 
75 to 84 Years 28 32 25 26 25 27 27 26 
85 Years and Over 4 4 4 5 3 5 4 4 
-b SEX 100 48 52 100 46 54 100 47 
-b Household Status: 
Head of Household 57 85 33 54 80 32 55 80 
Parent 16 13 19 16 10 22 17 10 
Other Relation 3 3 3 5 3 7 6 4 
Wife 22 
- 42 19 -c 34 17 -
Other 2 1 3 6 7-d 5 5 6 
Female 
40 
28 
27 
5 
53 
36 
22 
8 
29 
'5 
1\) 
f8 
Characteristic 
Both. 
Sexes 
-a MARITAL STATUS 
-
Single 7 
Married 57 
'-· Divorced 2 
Widowed 34 
/ 
RACE -b White 93 
Non-White 
·1 
-b INCOME STATUS 
No.ne 7 
Under $499 ll 
$~0 to $999 22 
$1,000 to $1,499 23 $1,500 to $1,999 8 
$2,000 to $2,999 7 $3,000 to $3,999 7 $4,000 to $4,999 4 
$5,000 to $5,999 .. 2 
APPENDIX A (cont.) 
Per Cent of Total Population aged 65 ~ ~ 
Sample Boston, Mass. United States 
Both Both 
Male Female Sexes Male Female Sexes Male Female 
8 6 9 8 9 5 6 4 
68 47 48 62 36 46 64 29 
l 3 2 3 2 l l l 
23 44 41 27 53 48 29 66 
93 92 96 96 96 90 90 91 
·7 8 4 4 4 40 10 9 
5 8 39 14 44 33 17 46 
7 14 l2 ll 14 18 16 J.9 
19 24 14 15 14 16 17 15 
24 21 6 8 4 7 9 4 8 8 4 6 3 4 7 2 
7 7 8 14 2 7 l2 3 
10 5 5 ll l 4 7 l 
5 3 2 5 - 2 3 -c 
4 l l 2 
-
l 2 -c 
1\) 
co 
VJ 
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APPENDIX A (concluded) 
-d Data for Urban U.S. in 1950 
Source Sample: Purchasing Habits of Senior Citizens, Boston, Mass., 1956, Boston, Mass.: 
u.s. Bureau of Census, U.S. Census of Population: 1950, Volume II, 
Characteristics of the PbPUlation, Bart 21, Mass. (Washington, D.C.: u.s. 
Government Printing Office, 1952), u.s. Bureau of the Census, u.s. Census 
of Population: 1950, Volume II, Characteristics of the Population, 
Bart I, United States Summary (Washington, D.C.: u.s. Government Printing 
Office, 1953), The United Community Services of Metropolitan Boston, 
Boston, Mass., 1950 Social Facts by Census Tracts. 
u.s. Bureau of the Census, u.s Census of Population: 1950 P-D 6, Boston, 
Mass., Census Tracts. ---
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APPENDIX B 
QUESTIONNAIRE USED FOR CONSUMER SURVEY 
c 
0 
p 
y 
PURCHASING HABITS OF SENIOR CITIZENS 
1956 
A.M. 77-51 Interview 
-----~P.M. 78-79-80 Case No. ----
Time Completed A.M. 
-------
Block No. 
Address 
Apartment No. 
Date 
P.M. 
-------
Interviewer 
-----------------------
(REiiD TO RESPONDENT); 
lM2F 
Please be perfectly frank in answering the following 
questions. All information will be held in the strictest confi-
dence, and your name vrill not be used in any way. Your cooperation 
will be greatly appreciated. 
PART- A FOOD SHOPPING AND EATING HABITS 
Our first questions d~al with your food shopping and 
eating habits. 
l. Have you purchased any groceries in thehst two weeks? 
l _____ Yes 2 _____ No 3:......... __ -'NR 
( If "Yes", ask question 2 ) 
( If "No11 , Skip to question 7 ) 
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2. Would you please tell me if the store in which you last pur-
chased groceries was a self-service or a non-self-serve store? 
1. Self-serve 2. Non-self-serve 3 Other 
---(specify) __ ___; 4·-----:NR 
(
( If not a self-serve store, ask question 4). 
If a self-serve store, skip to question 5). 
3· Is this the store in which you generally buy your groceries? 
l. ____ Yes 2 • ___ ....;No 3 . ___ ....;NR 
(If a self-service store "yes", ask question 4). 
( If a non-self-service store, skip to question 5 ). 
4. Why don't you buy your groceries in·a self-serve store? 
1 Too much walking in store. 
2 Hard to locate items in store. 
3 Order items by phone 
4 ·Takes too much time. 
5 Can't read labels. 
6 No transportation to store. 
7 Like my regular grocer, clerks, etc., 
8 Too far from my house 
9 Other (specify) _______________ _ 
0 NR 
5· ( If used frozen foods, ask question 6). . 
( If does not use frozen foods, skip to question 7). 
Have you bought any of the following items in the last two weeks? 
1 Instant coffee. 
2 Instant tea 
3 Frozen vegetables 
4 Frozen fish sticks 
5 Frozen dinners, such as frozen beef pot pie,. 
chicken pie, etc. 
6 Frozen tuna fish pie. 
7 Frozen orange juice, or other frozen juices. 
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8. Canned, strained, or chopped foods (baby food). 
9· Foods packed in water. 
o. Foods pack~d without salt. 
11. None of these items. 
12. NR 
6. Here is a list of reasons why people buy frozen foods. Which 
two do you consider to be the most important? 
(Show Card #1) 
1. Out-of-season foods available year-around. 
2. More economical than fresh. 
3· Time saving-quick to use. 
4. Easy to prepare. 
5· Uniform quality. 
6. No waste. 
7· Easy to purchase. 
8. Don't have to cook whole package at one time. 
9· Look to be fresh vegetables, etc. 
0. Easy to store (for unexpected company). 
11. Nutritional-healthful. 
12. Other {specify) 
----------------------------------------
----------------------------------------------------------··' 
7a. Here is a list of food products. If you use any of them, have 
you been using them ~ frequently, less frequently, or about 
the same since you were sixty? 
(show card /2). (Ask about each item individually). 
1. 
2. 
3· 
4. 
5· 6. 
7· 
8. 
9· 
o. 
11. 
J2. 
7· 8. 9· 
Don't Don't 
Know Use More 
10. 11. 
Less Same 
Fresh fruits. 
Fresh vegetables. 
Sharp cheese. 
Packaged tea. 
Regular coffee. 
Coffee substitutes. 
Cake 
Pie 
Candy 
Beef 
Pork 
Veal 
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2. 
3· 4. 
5· 6. 
7· 
8. 
9· 
o. 
n. 
J2. 
12. 
Don't 
Know 
APPENDIX 
13. 14. 15. 
Don't 
Use More Less 
~ (cont.) 
16. 
Same 
Lamb 
Poultry 
Beer 
Wine 
Canned vegetables 
Spicy food, i.e. 
chilicon-carne, etc. 
Regular bread 
Dietary or health bread 
Hot breakfast cereals 
Cold breakfast cereals. 
No response to questions 7-16. 
17. Do you consider yourself to be on a diet? 
l. Yes 2. No 3. Don't knovr 
-------- -------- 4.-------~NR 
(If "Yes 11 , ask question 18) • 
(If "No'', skip to question 19). 
18. How -vrould you describe your diet? 
1. Reducing or low calory diet. 
2. Low salt diet. 
3. ~ow bulk or soft diet. 
4. Allergy diet. 
5· Other (specify) 
-----------------------------------
6. Diabetes 
7· NR 
19. Are there any foods which you have stopped eating since you 
were sixty? 
1. Yes 2. No 3. Don't Remember 
------- -----~ 4.-------NR 
(If 11Yes11 , ask question l9a). 
(If "No", skip to question 20). 
APPENDIX B (cont.) 
19a. Why have you stopped eating these particular foods. (specify). 
20. Do you have friends, children, or other relatives in for supper 
or dinner'? 
1. Yes 2. No 3· NR 
---- ---- ----
(If 11Yes 11 , ask Question 21). 
(If "No", skip to Part-B, Clothing). 
21. Hmr frequently do you have your friends, children, or other 
relatives in for dinner or supperZ 
1. At least once a week. 
2 .----Tt-ro to three times a month. 
3. Once a month. 
4. Every two or three months. 
5· Infrequently. 
6. On major holidays. 
1· NR 
8. Lives with children. 
PART B CLOTHING 
(READ TO RESPONDENT) 
Our next questions deal with your clothing preferences • 
.ASK WOMEN ONLY: Questions 22 to 29. 
22. Do you like brightly colored prints in your dresses? 
1. Yes 
4 .------,NR 
2. ___ ~No 3 • ___ Other (specify) 
23. What size dress do you buy if you can find the right style and 
color'? 
DON'T KNOW 
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24. What sleeve length do you prefer for summer dresses? 
25. 
l. No sleeves. ---~ 2. Quarter length. 
3· 
4. 
5· 
6. 
7· 
----;Three-quarter length 
____ F_ull length 
No preference 
-----Other (specify) _________________________ _ 
NR 
-----
What sleeve length do you prefer for winter dresses? 
1.. No sleeves. 
-----2. 
3· 
4. 
5· 
6. 
Quarter length. 
----. ----~Three-quarter length. 
Full length. 
-----: No preference --~Other (specify) 
------------------------------------
7· ______ NR 
26. Some women have stated that they have trouble putting on and 
taking off their dresses? Do you have the same problem? 
l. _____ Yes 2 • _____ N.o 3 . ____ No connnent 
. 4. NR 
(If "yes11 ask question 26a). 
( If "nott skip to question 27). 
2~a What is the cause of this trouble? 
27. Do you have difficulty in finding dresses which appeal to you? 
1. Yes 2. No. 3. NR 
------ ------- ------~ 
?91 
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APPENDIX B {cont.) 
Here is a list of common difficulties 
found in shopping for their clothing. 
these problems? 
(Show Card #3). 
that some women have 
Do you have any of 
l. _______ Dresses are too juvenile looking. 
2. Dresses are too old looking. 
3· Dresses don't fit properly 
4. Suits don't fit properly. 
5· Colors are too bright. 
6. Colors are too drab or dull. 
7· Variety of styles in dresses is limited. 
8. Number of dresses for slender women is limited. 
9· Number of dresses in the large sizes are limited. 
0. Clothing is not warm enough. 
11. Stockings are too sheer. 
1.2. Other (specify) _______________ _ 
29 -0 None 
29. Some women have stated that after a woman has passed the age 
of sixty that they should only wear darker colors in their 
dresses, hats, etc. Others have told us that they disagree. 
How do you feel about this? 
ASK MEN ONLY Questions 30 to 35. 
30. We have found that the average man has five of the following 
items. Would you please tell me how many of them you own? 
(Ask about each individually). 
1. Winter suit. 
2. Summer suit. 
3· OVercoat or top coat. 
4. Straw hat. 
5· Felt or winter hat. 
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6. Cap 
7 .----Pa.ir of slacks for dress. 
8. Sport coat 
9· Nylon or other synthetic fiber shirt 
0 . Sport shirt 
31-1. Dress shirt 
2. Pair of summer shoes 
3· Pair of winter shoes 
4. NR 
32. Some men have stated that they believe that it is necessary 
to wear heavier underwear in the winter than in the summer. 
How·do you feel about this~ 
33. Here is a list of common difficulties that some men have in 
buying their clothing. Do you have any of them? 
( Shor Card #4) . 
1. Clothing is not war.m enough, underwear, socks, etc. 
2. Suits do not hold their press. 
3. Suit colors are too drab or colorless 
4. Suit colors are too youthful 
5· Variety of styles is limited 
6. Shoes are not comfortable 
7· The leather in shoes is too stiff 
8. ~uits don't fit properly 
9· No troubles 
O. NR 
34. Do you have any other problems in buying clothing? 
1. Yes 2. No 3· NR 
------ -----~ ------~ 
(If "yes" ask question 34a). 
(If "No11 skip to question 35). 
34a. What other problems do you have? 
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35· Some men have stated that after a man has passed sixty that he 
should wear only dark suits. How do you feel about this~ 
PART- C DRUGS AND MEDICAL CARE 
(READ TO RESPONDENT) 
Most people are very much interested in their health. 
We have a few questions about this subject. 
36. How is your health at the present time? 
l. ____ Good 2. ___ ~Fair 3. ____ Poor 4. ____ NR 
37· We have found that people have a number of common ailments. Here 
is a list of common ailments. Do you have any of them~ 
(Shor Card #5) . 
l. Headaches. 
2 .----Backaches. 
3. Frequent colds 
4. Hardening of the arteries 
5· Digestive trouble 
6. Hear trouble 
7· Kidney trouble 
8. Arthritis 
9· Rheumatism 
o. Constipation 
38~1. Stiffness in hands, feet, or legs, arms. 
2. Dizziness 
3· Hard of hearing 
4. Asthma 
5· Nervousness 
6. Tiredness 
7· Diabetes 
8. High blood pressure 
9· Poor sight 
9. Other(spec.ify) 
-------------~----------------
ll. No ailments 
12 .---NR to 37-38 
APPENDIX~ (cont.) 
38a. How long have you had. . • (Restate ailment from 
question #37, and indicate length of time). 
1. Headaches 
2.------~Backaches 
3. Frequent colds 
4. Hardening of the arteries 
5. Digestive trouble 
6. Heart trouble 
7· Kidney trouble 
8. Arthritis 
9· Rheumatism 
0. Constipation 
38-1. Stiffness in hands, feet or legs, arms. 
2. Dizziness 
3· Hard of hearing 
4. Asthma 
5· Nervousness 
6. Tiredness 
7. Diabetes 
8. High blood pressure 
9. Poor sight 
0. Other 
38b. What do you do to get relief from: 
1. Headaches 
2 .-----.Backaches. 
3· Frequent colds 
4. Hardening of the arteries 
5· Digestive trouble 
6. Heart trouble 
7. Kidney trouble 
8. Arthritis 
9· Rheumatism 
0. Constipation 
38-1. Stiffness in hands, feet, or legs, arms. 
2. Dizziness 
3. Hard of hearing 
4. Asthma 
5· Nervousness 
6. Tiredness 
7. Diabetes 
8. High blood pressure 
9· Poor sight 
o. Other 
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39· Many people are taking vitamins to supplement their diets. 
Do you take them~ 
L ____ Yes 2 • ____ No 3 . ___ ...; 
-(If "yes 11 , skip to question 41). 
(If uNo 11 , ask question 40.) 
40. Why don't you take vitamins~ 
L Don't need them. 
2. Afraid of new drugs 
3. Make me sick 
4. Make me put on weight 
5. Don't like taste 
6. Other (specify) 7· Doh~t believe i-n~th~e-m-----------------------
8. NR. 
41. Approximately how much did you spend in the last month for 
drugs, prescriptions and other medicines? 
L. Less than $5.00 
2. $5.00 to $9.99 
3· $10.00 to $19.99 
4. $20.00 or over 
5. Don't know 
6. Nothing 
7· NR 
4la. Several people have suggested to us new drugs that should be 
on the market. Are there any you think should be available~ 
APPENDIX ~ (cont. ) 
PART -Q TOILETRIES AND COSMETICS 
FOR vlOMEN ONLY 
(READ TO RESPONDENT) 
Our next questions deal with your use of cosmetics and other 
toiletries. First, we want you to try hard to remember if your use 
of these products has changed since you ~e sixty. 
Here is a list of toiletries and cosmetics. If you use any 
of them, have you been using them more frequently, less frequently, 
or about the same since you were sixty? 
(Show Car~ . 
l. 
2. 
3· 4. 
5· 6. 
1· 
8. 
9· 
o. 
l. 
2. 
3. 
4. 
5· 6. 
1· 
8. 
9· 
42. 43. 44. 45. 46. 
Don't Don't 
Use More Less Same Khow 
48. 50. 51. 
52. 53· 54. 55· 
Tooth paste 
Tooth Powder 
Mouth Wash 
Hair Shampoo 
Hair Dressing 
Hair Rinse 
Liquid Hand Lotion. 
Cream Hand Lotion. 
Nail Polish 
Nail Polish Remover. 
Deoderants: 
Cream 
Liquid 
Spray 
Cleansing Tissues 
Cleansing or all purpose 
Cold Cream 
Vanishing or Foundation Cream. 
Face Powder 
Perfume (not toilet water). 
Cologne 
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2. Liquid, stic~ 
3· Lipstick 
~. Rouge 
5. Bath sa2ts or water softener 
6. Toilet water 
56a. 
(If using any of the above products More Frequently, ask 
question 56a). 
(If not, skip to question 57). 
Why are you using • 
~ frequently? 
Cologne 
Liquid, stick 
Lipstick 
Rouge 
Bath salts or 
water softener 
(products from question56) 
Reason 
Toilet water -----------------------------------
57· Do you go to the beauty parlor? 
L ____ Yes 2 • ____ .No 3. ____ NR 
(If "Yes" ask question 58). 
(If uNo" skip to question 59). 
58. How often do you go? 
1. Once a wsek 
2. Twice a month 
3. Once a month 
4. Three to five times a years 
5· Twice a year 
6. Once a year 
7. Less than once a year 
8. Special occasions 
9· Never 
o. Don't know 
11. NR 
APPENDIX~(cont.) 
59-60. Here is a chart of shades of lipsticks, Which shade would you 
prefer for your own use? 
(Show Lipstick Chart;:--
61-62. Here is a chart of shades of nail polish. Which shade would 
you prefer for your ~ ~ 
(Show Nail Polish Chart). 
63. Hhy do you use nail polish? 
64. Where do you buy your cosmetics and toiletries most of the time? 
1. Drug store 
2. Department store 
3. Beauty parlor 
4. Grocery store 
5. Door-to-door salesman 
6. Other (specify) 7· Five-and ten-ce-n~t---st~o-r_e ___________________________ __ 
8. NR 
9· Don't use 
64a. Areihere any cosmetics or toiletries which you would like to 
have on the market but which are not now available? 
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PART-E FURNITURE AND APPLIANCES 
~ TO RESPONDENT) 
Our next questions deal with the furnitur~.and appliances 
in your home. Please include all items even though you personally 
may not have purchased them. 
65 . Here is a list of appliances and other household i terns. We have 
found that the average family has four of them. Which of them 
do you and your family have in your home'? 
( Shor Card #7. ) 
1. Mechanical refrigerator 
--:---:--:-Cooking range: 
2. Electric 
3.----Gas 
4. Other 
5· Electric dishwasher 
6. Electric garbage disposer 
7• Television set 
8. Radio 
9· Room air conditioner (don't include blower on furnace 
Electric washing machine: 
0 . ____ Wringer 
11. Spinner 
12. Fully automatic 
66-1. Clothes dryer 
2. Electric ironer (mangle) 
or fan). 
3· Food freezer (not part of refrigerator) 
4. Heating pad 
5· Electric blanket 
6. Electric vacuum cleaner 
7• Power lawn mower 
8. Electric razor 
TY-pe of home furnace 
9· ____ Gas 
o. Coal 
11. Oil 
12. Automobile 
Year 
67-1 57 
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Year - cont. 
2. 56 
3· 55 
4. 54 
5· 53 
6. 52 
7. 51 
8. 50 
9· 49 or older 
0. DK 
11. :N.R 
68. Have you or your family purchased any of these items during the 
last twelve months? 
(Show Card #8) . 
1. Rugs or carpets. 
----2. Living room chair 
3. End tables 
4. Sofa, davenport, or sofa bed 
5· Other living room furniture 
6. Kitchen furniture 
7. Bedroom furniture 
8. Bed mattress 
9. Porch furniture 
0. New automobile 
69-1. Used automobile 
2. Mechanical refrigerator 
3· Cooking range 
4. Electric dishwasher 
5. Electric garbage disposer 
6. Electric Television set 
1· Radio 
8. Room air conditioner {don't include blovrer on furnace 
or fan.) 
9· Electric washing machine. 
----0. Clothes dryer 
70-1. Electric ironer (mangle). 
2. Food freezer 
3. Heating pad 
4. Electric blanket 
5· Electric vacuum cleaner 
6. Power lawn mower. 
1· Electric razor 
8. NR 
9· None 
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71. .Are you or your family planning to buy any furniture or 
household appliances in the next twelve months1 I mean such 
things as refrigerators, furniture, television sets, etc. 
1. Yes 2. No 3· Uhdecided 
---- ---- 4.---~NR 
(If "yes" or "undediC.ed", ask question 72). 
(If "no" skip to part F: Housing ) • 
Which items1 (continue to show card no.8). 
1-1. Rugs or carpets. 
2. Living room chair 
3· End tables 
4. Sofa, davenport, or sofa bed 
5· Other living room furniture 
6. Kitchen furniture 
7. Bedroom furniture 
8. Bed mattress 
9· Porch furniture 
0. New automobile 
2-1. Used automobile 
2. Mechanical refrigerator 
3· Cooking range 
4. Electric dishwasher 
5· Electric garbage disposer 
6. Television set 
7· Radio 
8. Room air conditioner (don't include blower on 
furnace or fan) • 
9· Electric washing machine 
0. Clothes dryer 
3-1. Electric ironer (Mangle) 
2. Food freezer 
3· Heating pad 
4. Electric blanket 
5· Power vacuum cleaner 
6. Power lawn mower 
7· Electric razor 
8. NR 
9· None 
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PART -F HOUSING 
(READ TO RESPONDENT) 
Our next questions deal with your housing arrangements. 
We have found that many persons are very much interested in this 
subject. 
4. Do you own or rent this home'l 
l. ____ Own 2 • ___ _;Ren'! 3 . ____ Other (specify) __ _ 
4. Live with relatives. 
5· NR 
5· Are there any features about this home that you dislike? 
1. Yes 2. No 3· NR 
----- -----~ ------~ 
(If "yes" ask question 6). 
(If "None" skip to question 7). 
6. What are they? 
1. ~o large a home 
2. Inadequate facilities--no bathroom on first floor, 
no bedroom on first floor, kitchen too small, heating 
bad, etc., (specify), ______________ _ 
3. Too expensive to operate 
4. Stairs hard to climb 
5 . Can't do all the work myself 
6. Tbo far from transportation 
7. Too far from church, stores 
8. Other undesirable features, (specify) -----------~-
9· No undesirable features 
0. NR 
1· Are you planning to move? 
l. ____ Yes 2 . ____ ...:.No 3 • ____ Undecided 4 • ____ ....;NR 
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7 .-cont. (If "Yes", ask Question 8). 
(If "No", skip to part G: Leisure Time Activities). 
8. In what type of living quarters do you plan to live? 
8-1. House 
---2. Apartment 
3. Residential Hotel. 
4. Trailer-Mobile Home. 
5· Home for Older People, Rest Home. 
6. With relatives in their home. 
7. With children in their home. 
8. Other (specify) _______________ ~ 
9· NR 
P.ART-G LEISURE TIME ACTIVITIES 
---
(READ TO RESPONDENT) 
Most people are finding that they are having more time to 
devote to activities such as hobbies, watching television, etc. We 
have a few questions on how you spend your leisure time. 
9· Here are a number of ways in which people spend their leisure 
time. What do you do with your leisure time? 
(Shovr Card #9). 
9-1. Sew, knit or embroider. 
----, 2. Read 
3. Write letters. 
4. Go to movies. 
5· Go shopping 
6 • Go fishing 
7· Rest 
8. Watch TV 
9· Listen to radio 
0. Go for a walk 
10-l. Play cards or other games. 
2. Engage in sports (specify) 
-----------------------~ 
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3· Weave baskets 
4. Go to clubs 
5· Church or other community activities 
6. Take auto ride 
7· Visit friends or relatives 
8. Work in yard or house. 
9· Other (specify)·-----------..,...------
0. NR 
11. Do you have a hobby? 
1. Yes 
----
2. ___ ....:No 3· __ ___:NR 
(If "Yes", ask Question 12.) · 
(If 11No", skip to Question 13). 
12. What is it? ----------------------------------------~ 
12a. What age did you become interested in it? 
. 
5· Before 60 ___ _; 6. After 60 ___ .....; 7 • ____ Don't rem. 
8. NR 
13. Which of the follmnng types of TV programs do you prefer'? 
1. MYstery 
2. Drama 
3· Classical music 
4. Variety shows 
5. Popular music 
6. Comedy 
7· Sports 
8. News 
9. Other (specify) 
0. Don't watch TV-----------------------.....: 
11. NR 
12. All listed. 
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14. Which of the following types of radio programs do you prefer? 
(Continue to show card #lO). 
l. Mystery 
2. Drama 
3. Classical music 
4. Variety shows 
5· Popular 
6. Comedy 
7· Spo:t:ts 
8. News· 
9· Other (specify)__,..,--,....,....-----------
0. Don't listed to the radio. 
ll. NR 
12. All listed 
15. Have you taken a vacation trip during the last twelve months? 
L. Yes 2. No 3· Don't remember. 
---- ___ _,; 4.----.NR 
(If "yes" ask question 16). 
(If "np11 skip to question 18). 
16. How many ~acation trips did you take in the last twelve months? 
l. One 4. Four or more 
----. 2. Two 5 .----Con' t remember 
3· Three 6. NR 
(If "one" ask questions· J:7-2l). 
(If "two" "three" or "four" or more, skip to question 22). 
17-18. What was the destination of your vacation trip. If you 
had no destination, what country or state was the farthest from 
home? 
306 
APPENDIX ~ (cont. ) 
19. In what month was this trip started~ 
l. January 4. April 7· a·. 
____ July 
2. August February 5· May 6. ----3· March June 9· ____ s-eptember 
10. October 20-9. Don't remember. 
ll. November 20-0. NR 
J2. December 
20. How long were you on this vacation trip, including your trans-
portation time~ 
1. Lesr? than one week 
2. One, but less than t~vo weeks 
3. Two to four weeks 
4. More than four weeks 
5· Don't remember 
6. NR 
21. What type of transportation did you use on this trip~ 
1. Automobile 
----2. Train 
4. Ship 
---...., 5. Bus 
3. Airplane 6. NR 
22-23. What were the destinations of these trips? If you had no 
destination, what country or state was the farthest from your 
home on each trip? 
l. _____________________________________ First trip 
2. Second trip. 
3. Third trip. 
4. Fourth trip. 
5· Other trips. 
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24. In what months were these trips started? (Use No.1, No.2, No.3 and 
No.4 to indicate trip.) 
1. ___ ""'""'-January 
2. February 
8. August 
----9. September 
3· March 10. October 
4. April 11. N0vember 
5· May 12. December 
6. June 25-9· Don't remember 
7· July 25-0. NR 
25. How long were you on each of these trips, including transportation? 
(Use No.1, No.2, No.3, No.4 to indicate trip.) 
1. Less than one week 
2. One, but less than two weeks 
3. Two to four weeks. 
4. More than one month. 
5 . Don 1 t remember 
6. NR 
26. What type of transportation did you ~se on each of these trips? 
(Use No.1, No.2, No.3, No.4 to indicate trip). 
1. Automobmle 
2 .-----'Train 
4. Ship 
---~ 5· Bus 
3· Airplane 6. NR 
(Ask all reppondents question27.) 
27. On your next vacation trip, would you be interested in going on 
a tour planned by a travel agency and for which they will pay 
for all meals, transportation, and.lodging? You may assume that 
the cost and the time would be satisfactory to you. 
1. Yes 2. No 3· Undecided 4. NR 
----- ----~ ------- ------
(If "yes" ask question 28). 
(If "no" skip to part H: General.) 
28-29. Where would you like to go on this packaged tour? 
APPENDIX B (cont.) 
30. In what month would you like to go'? 
1. January 6. June 11. November 
2. February 7· July 12. December 
3· March $. August 13-8. No Choice 
4. April 9· September 9· Undecided 
5· May o. October o. NR 
31. What type of transportation would you prefer'? 
1. Automobile 
2 .----.Train 
4 . __ ____,Ship 
5. Bus 
3. Airplane 6. NR 
32. HOi'l' long would you want this tour to be, including the trans-
portation time? 
1. Less than one week. 
2. One, but less than two weeks. 
3. Two to four weeks. 
4. More than four weeks, but less than ~ight. 
5· Undecided 
6. Eight weeks or more 
7· NR 
33. How much would you be willing to spend on this trip, assuming 
that the transportation, lodging, and meals were included in 
the cost of the packaged tour? 
1. Less than $100.00 
2.---$100.00 to $199.00 
3· $200.00 to $299.00 
4. $300.00 to $499-00 
5· $500.00,to $699.00 
6.---$700.00 to $999-00 
7· $1,000. or more 
8. Undecided 
9· NR 
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PART -H GENERAL 
---
(READ TO RESPONDENT) 
Now we have a few general questions. 
34. Some people have stated that they believe it is better for 
parents to leave their money to their children than it is to 
spend it for their own personal enjoyment. We have found 
others who disagree with them. How do you feel about this? 
35. Which of the following statements best describes how you feel 
about your future, financially. . • • .? 
(READ TBE FOLLOWING TO RESPONDENT); 
1. Will have enough to get along. 
2. Won't be able to make ends meet without the assistance 
of friends or relatives, children, etc. 
3· Will have enough to enjoy other things than the 
necessities. 
4. Other (specify) 
-------------------------------------------5· NR 
36. Has anything happened recently that will probably increase the 
amount of money that you will have to spend in the future? 
1. Yes 2. No 
----- ----
(If "Yes", ask Question 37). 
(If "NB, skip to Question 38). 
37. What vras it? 
3·--~NR 
1. Increase in social security benefits. 
2 . Increased exempt_ions in the federal income law for 
older people. 
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3. Increase in dependency allowances in the federal 
income tax law. 
4. Decrease in the tax on dividends in the federal 
income tax law. 
5. Increase in medical exemption in the federal 
income tax law. 
6. Other (specify) 
-----------------------------------7· NR 
38. Some people have told us that they believe that manufactu~ers 
who plan to sell their products to people over the age of 
sixty should include illustrations of these older people, in 
their ads. Others say they want pictures of people about 50 
years old, and some say they prefer. illustrations of men and 
women in their thirties or forties. How do you feel about thi~ 
1. Prefer picture of those over 65. 
2. Prefer pictures of those in their 50's. 
3· Prefer pictures of those in their 40's. 
4. Prefer pictures of those in their 30's, or younger. 
5· Doesn't make any difference. 
6. Other (specify) 
-----------------------------------
39 What magazines do you rea~ regularly? 
1. Ladies Home Journal 
----. 2. Life 
3. Lifetime Living 
4. Saturday Evening Post 
5. McCalls 
6. Reader's Digest 
7. Women's Home Companion 
8. Colliers 
9. Good Housekeeping 
0. Better Homes and Gardens 
40-1. Women's Day 
2. Time 
3. Church paper or magazine 
4. Other (specify) 
-------------------------------------5· None 
6. NR 
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PERSONAL DATA 
41. Kind of Residence 
---
l. House 
2. Apartment 
3· Residential Hotel 
4. Other (specify) 
5· Duplex 
72-42. What is your marital status? 
1. 
2. 
3· 
73-43 
1. 
2. 
74-44. 
A. 
B. 
c. 
D. 
E. 
F. 
G. 
H. 
I. 
J. 
K· 
L. 
Single 4. Divorced 
Married 5· Widowed 
Married, spouse present. 
Race 
White 
Non-white 
Into which of the following groups does your income fall? 
(Show Card #ll). , 
1. Less than $500.00 
2. $500. to $999· 
3· $1,000. to $1,499· 
4. $1,500. to $1,999· 
5· $2,000. to $2,999· 
6. $3,000. to $3,999· 
1· $4,000. to $4,999· 8. $5,000. to $5,999· 
9· $6,000. to $9,999· 
o. $10,000. or over. 
11. Not Stated. 
12. None 
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What is the source of your personal income? 
( ShcrtZ· Card # 12) • 
45-1. Your wages and/or those of your spouse. 
---2. Savings 
3· Children or relatives. 
4. Social Security (Old Age & Survivors Insurance). 
5 • · Relief (Welfare or Relief. ) 
6. Dividends, interest, annuities, insurance. 
1· Other pensions. 
8.. Other (specify) _______________ _ 
9· No income. 
0. Old Age Pension. 
11. Rent 
12. NR 
46. From which do you get the most money? ____________________ ___ 
75~47. What is your relationship to the family breadwinner? 
1. 1Im the breadwinner • 
2. Husband or wife. 
3. Father or mother. 
4. Father or mother-in-law. 
5· Relative 
6. Other (specify) 
------------------------------------
48. What is your occupation'? 
1. Executive or professional, merchant, or own business. 
2. Clerical or sales personnel. 
3· Manual, skilled, semi-skilled or unskilled. 
4. Housewife 
5· Retired. 
6. Unemployed. 
1·- Other (specify) 
---------------------------------
8. Living with children. 
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Of What Nationality Stock is Your Family? 
(If answer is 111\merican" ask the country from which respondent's 
ancestors came). 
49-1. English, Scotch. 
2. German 
3. Irish 
4. Italian 
5. Greek 
6. Other (specify) 
7· NR 
76~50. In which of the following age groups are you? 
1. 65 to 69 
2 .---.70 to 74 
3. 75 to 79 
4. 80 to 84 
5.------~85 ~rover 
6. NR 
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INSTRUCTIONS FOR INTERVIEWERS 
IN CONSUMER SURVEY 
PURCHASING HABITS OF THE SENIOR CITIZENS OF BOSTON, MASSACHUSETTS, 1956 
I OBJECTIVE 
The objective of this survey is to measure the purchasing 
habits of consumers 65 years of age or over in the city of , 
Boston, Mass. A series of questions have been prepared pertain-
ing to their purchasing habits for a number of major products 
which are considered to be the most important in their con-
sumption pattern, and which comprise the major proport~on of 
their purchases. One of the primary objectives is to ascertain 
if their consumption-pattern has changed since they-passed sixty 
years of age. -- ---
II INTRODUCTION · 
As a good interviewer, you should always put the respondent 
in a cooperative frame of mind. Tact and diplomacy should be ex~ 
.ercised in order to secure the cooperation of the respondent. 
Introduce yourself in a manner that will best secure results. 
It's up to you to make the questionnaire appear interesting. 
To achieve this, you must understand the importance of each 
question in this questionnaire. Understand the questionnaire, 
and you should be able to communi~ate this feeling of importance 
to your respondent. 
Present your letter of credentials to show that you are 
conducting a survey, and not canvassing or soliciting. Khow the 
objective of this survey so that you will be able to intelligently 
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answer queries as to why this survey is being made. Assure the 
respondent that his answer will be treated confidentially. 
III WilERE AND WHOM TO INTERVIEW 
Only men and women 65 years of age and over may be inter-
viewed, and all interviews must be conducted in the respondent's 
home. You may only accept answers from the person you are 
interviewing, and this person must actually reside at this 
address. You must NEVER ask any individual to answer your 
questions for some other member of the family. FOR EXAMPLE, 
DO NOT INTERVIEW A WOMEN FOR HEIR HUSBAND. Only one person 
may be interviewed in an¥ one home. 
Your map instructions will tell you in what square blocks 
you are to interview, and exactly how you are to cover the 
assigned area. 
IV DEADLINE 
The interviewing period allowed to you will be four weeks 
from the date of receipt of materials. We ask your fullest 
cooperation in completing work within this four-week period. 
You should infor.myour supervisor promptly if there are any 
circumstances whatsoever which Will delay your meeting your 
deadline. 
V QUESTIONNAIRE - GENERAL REMARKS 
1. Before you go into the field to conduct any interviews, it's 
important that you read and understand your instructions and 
questionnaire. Go over the questionnaire, conduct a sample 
interview to familiarize yourself with the questionnaire. In 
doing this, you will not only retain the respondent's interest, 
but will simplify your own work. 
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2. All questions on the questionnaire should be read up to the 
question mark. For example, question-4 should read as follows: 
nWhy don't you buy your groceries in a self-service store?" 
3· No question can be omitted except where the questionnaire 
specifically instructs you to skip questions when previous 
ones are answered in a certain way. {See instructions below 
question-l on questionnaire). 
4. Whenever there is a category for "other {specify)", and the 
respondent states a reason other than those liste~, carefully 
specify after uother" this reason. 
5· In the event the respondent does not know the answer to a 
particular question, and there is no category for rtDon' t Know", 
write D.K. alongside the question. 
6. Where answers are listed after the question, place an "X't on 
the line to the left of the answer given. For example: . 
Question-l9a. If the respondent answers "causes gas", vTrite 
this under the reason for not eating. 
7. Some questions will have more than one part. Example: 
Question-40 will only be asked if the answer to question-39 
is "no". Follow the instructions printed on the questionnaire 
below this type question, and you will have no difficulty with 
it. 
8. If a respondent does not understand a question, read the 
question again, but do not explain it to him, since we are 
only interested in his personal reaction to each specific 
question. We want his ansvrer to the question whether it is 
right or wrong. 
9. Record all your ansvrers vri th a soft lead pencil or a pen. 
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VI SPECIFIC QUESTIONS 
We have cited below a limited number of examples of the 
different type questions asked on the questionnaire. It is im-
portant to know how to handle these questions since there may be 
other similar ones asked throughout this questionnaire. If you 
have any difficulty in understanding them, contact your supervisor 
immediately for instructions. 
Before asking question-1, record the time that the interview was 
started in the space provided at the top of page-_!. 
Question: 
1. If the answer is 11no11 skip to que.stion 7a. 
2. If person states "supermarket11 , ask the question again. 
Ifttorder by phone~ write this in the space provided 
after "Other11 • 
2. Place all other answers than those presented in the space 
after 110ther". 
6. Be sure to give Card No. 1 to the respondent and read the 
question. If respondent cannot read, then read all the 
alternatives very slow·ly to him, and MARK this fact on the 
top of the questionnaire. 
7a. Give Card No. 2 to the respondent,. and read the question to 
the respondent, and state each of the individual items. 
Check the response in the space provided. 
22. Record the answer EXACTLY as stated by the· responde;nt. 
38b. Insert the ailments from question-37, and record what the 
respondent does to get relief. If 11 sees a doctor 11 , use 
Dr. If "takes drugsn, so state. If mentions brar,td name, 
mark this in the space provided. 
59-60. Place the number of the shade preferred on the line provided. 
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VII EERSONAL CHARACTERISTICS 
Sex and Age: 
Occupation: 
Family Income: 
Record whether male or female. 
It will be necessary to ask the respondent's 
occupation. 
It is necessary to get the respondent's 
personal income. Hand him your income 
selector card, and ask him to indicate 
in which class his personal income falls. 
Most people will not refuse this broad answer. If one 
does refuse, tell him that his ansvrer is completely impersonal and 
that he is just one of thousands of respondents whose answers will 
be machine classified. If he still refuses, estimate the income, 
and mark the questionnaire 11estimated". The family breadwinner's 
occupation, the neighborhood in which he lives, and the furnishings 
of/his home will give you the basis for a fairly accurate estimate. 
Nationa~ity: Ask this question of all respondents. If the 
answer is ".American", ask the country from 
which the respondent's ancestors came. 
We are not interested in religions·, If a person answers 
he is 11 jewish11-;-probe further by asking 11from which country did your 
ancestors come?" 
After recording the personal characteristics, and completing the 
name andaddress Information, record the time at the end of t~ 
"iiiter'View ~ the first page. -- --- -- -- -- -- --
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FOODS WHICH CONSUMERS AGED 65 .AND OVER HAVE DISCONTINUED CONSUMING 
SINCE ATTAINING THE: AGE OF bO, .AND"REi\s'ONFOR EXCLUSION FROM DIET, 
--BOOTON, MASS., 195b ---
Food -a 
Pork 
Fried Foods 
Candy 
Cake 
Beef 
Pie 
Potatoes 
Cheese 
Coffee 
Fatty Foods 
Eggs 
Kidney Beans 
Cabbage 
Foods Cooked with Salt 
Pickles 
Corn 
Bread 
Veal, Lamb 
Meat 
Tea 
Rhubarb 
Green Pepper~ 
Apples 
Foods Requiring Mastication 
Strawberries, Tomatoes 
Number of Respondents 
Ber Cent of Respondents 
Number of 
Consumers Aged Reason 
65 and Over ______ F_o_r Exclusion 
37 
15 
18 
18 
13 
10 
10 
8 
8 
5 
5 
5 
5 
6 
5 
6 
5 
5 
3 
2 
3 
4 
4 
3 
3 
128 
23 
Physician's recommendation, 
Gall Bladder. 
High Blood Pressure, Indi-
gestion. 
Dislike. 
Pislike, Indigestion, Fat-
tening. 
Yellow Jaundice, Indiges-
tion. 
On Diet 
Difficult to Digest. 
Indigestion, too sour. 
No Information. 
Gall Bladder Irritation. 
Dislike 
Indigestion 
Indigestion 
On Low Sodium Diet 
Indigestion, Mastication 
limitations. 
Mastication limitations, 
· indigestion. 
Weight Conscious. 
Indigestion. 
Constipation. 
Diabetic 
Indigestion 
No Information. 
No Information. 
No Teeth 
Arthritis 
-a Several respondents mentioned more than one food product. 
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APPENDIX E 
PREFERENCES OF WOMEN AGED 65 AND OVER FOR SLEEVE LENGTH, SIZE AND COLOR 
OF DRESSES, BOSTON, Mass • , 1956 
Women Aged 65 and Over -b 
Item Per Cent 
Number of Total 
COLOR -a 
Blue 142 49 
Black 96 33 
Brown or Tan 49 17 
Grey 46 16 
Green 44 15 
Red, Wine 44 15 
Light colors primarily 32 '11 
Navy Blue 29 10 
Purple 20 7 
Dark colors primarily 15 5 
Other 20 7 
No preference 23 8 
SIZE 
10 to 12 3 1 
14 to 16 17 6 
18 to 20 29 10 
22 to 24 3 1 
36 to 40 46 16 
42 to 44 32 11 
64 and Over 9 3 1~ to 1~ 41 14 
18! to 2e:f. 49 17 22I to 24I 32 11 2 2 
No preference 29 10 
SLEEVE LENGTH 
Summer Dresses: 
No Sleeves 17 6 Quarter 168 58 
Three-quarter 58 20 
Full 15 5 Other 23 8 
No preference 9 3 
No Information 3 1 
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Winter Dresses: 
No Sleeves 
Quarter 
Three-quarter 
Full 
Other 
No preference 
No information 
APPENDIX E (concluded) 
Women Aged 65 and Over -b 
Number 
3 
58 
107 
90 
23 
3 
3 
Per Cent 
of TO'tiil 
1 
20 
37 
31, 
8 
1 
1 
-a Several women mentioned more than one color, and therefore the 
per centages will not total 100, and the numbers will exceed 
290. 
-b 290 Respondents. 
Source: Survey of the Purchasing Habits of Senior Citizens, 
Boston, Mass., 1956. 
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PHYSICAL AILMENTS OF CONSUMERS AGED 65 AND OVER, BY SEX, BOSTON, MASS .56 
Male Female Both Sexes 
Ailment Per Cent Per Cent Per Cent 
of Total of Total of Total 
Arthritis 18 29 24 
Tiredness 19 .25 22 
Backaches 19 25 22 
Stiffness in hands, feet, 
legs or arms • 22 22 22 
Poor vision 21 19 20 
High Blood Pressure 11 28 19 
Frequent Colds 18 19 18 
Hearing Impairment 22 15 18 
Nervousness 14 24 18 
Headaches 18 14 16 
Rheumatism 17 14 15 
Hardening of the Arteries 13 18 1~ 
Digestive Trouble 13 17 14 
Dizziness 15 15 15 
Constipation 9 14 12 
Heart Trouble 16 14 14 
Kidney Trouble 16 8 11 
Asthma 6 2 3 
Diabetes 4 6 4 
Other 9 6 7 
No ailments 16 16 16 
Average Number of Infirmities 3-7 3-9 3.8 
Number of Respondents 267 290 557 
Source: Survey of Purchasing Habits of Senior Citizens, Boston, 
Mass. , 1956. 
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PLANS OF CONSUMERS AGED 65 AND OVER TO PURCHASE FURNITURE, HOUSEHOLD 
APPLIANCES AND AUTOMOBILES, BOSTON, MASS. , 1956. 
Item 
At least one item 
Living Room Chair 
Sofa, Davenport, or Sofa Bed 
Kitchen Furniture 
Refrigerator 
Television Set 
Bedroom Furniture 
Bed Mattress 
Washing Machine 
Clothes Dryer 
Power Lawn Mower 
Electric Dishwasher 
Radio 
Other Living Room Furniture 
Used Automobile 
Cooking Range 
Heating Pad 
Electric Blanket 
Undecided 
-a 557 Consumers. 
Number 
89 
22 
ll 
ll 
ll 
ll 
ll 
6 
6 
6 
6 
6 
6 
6 
-b Less than one-half of one per cent. 
Consumers .Aged 65 and Over 
Planning to Buy 
Per Cent 
---
OF Total -a 
16 
4 
2 
2 
2 
2 
2 
l 
l 
l 
l 
l 
l 
l 
--b 
--b 
--b 
--b 
6 
Source: Survey of Purchasing Habits of Senior Citizens, Boston, 
Mass . , 1956. 
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VACATION TRIPS TAKEN BY CONSUMERS AGEID 65 AND OVER, BY FREQUENCY, 
SEASON,DESTINATION ANDMODE OF TRA'VEL, BOSTON, MASS.-;-1956, AND 
j BY ALL FAMILIES,UJ.UTED STATES, 1956 -- --
Characteristic 
FREQUENCY PER YEAR 
One 
Two 
Three 
Eour or more 
DURATION OF T.RIP 
Total 
Less than one week 
On~less than two 
Two, but less than four 
Four weeks or more 
No information 
SEASON 
Winter 
Spring 
Smnmer 
Fall 
Total 
Per Cent of Vacation Trips 
Consumers Aged 65 
and 0ver--
67 
16 
9 
8 
100 
37 
17 
35 
10 
l 
100 
9 
ll 
55 
25 
All Families -a 
60 
4o -b 
100 
24.8 
28.9 
29-5 
16.5 
100.0 
10.4 
17-3 
50.5 
21.8 
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VACATION TRIPS TAKEN BY CONSUMERS AGED 65 AND OVER, BY FREQUENCY, SEASON 
DESTINATION, AND MODE OF TRAVEL, BOSTON, MASS, 1956, AND 1?iY ALL FAMILIES, 
.UNITED STATES, 1956 
Characteristic · 
FREQUENCY PER YEAR 
One 
Two 
Three 
Four or more 
Total 
DURATION OF TRIP 
Less than one week 
One less than two 
Two,but less than four 
Four weeks or more 
No information 
Total 
SEASON 
Winter 
Spring 
Sunnner 
Fall 
DESTINATION 
cont. 
Ne1v England 
Middle Atlantic 
East North Central 
South Atlantic 
East South Central 
Per Cent of Vacation Trips 
Consumers Aged 65 
and OVer -
37 
17 
35 
10 
1 
100. 
9 
11 
55 
25 
64 
1 
5 
13 
4 
All Families 
-a 
60 
40-b 
100 
24.8 
28.9 
29-5 
16.5 
100.0 
10.4 
17.3 
50-5. 
21.8 
20.1 
8.1 
12.3 
17-9 
APPENDIX ~ {concluded) 
Characteristic 
DESTINATION - cont. 
West South Central 
Mountain 
Pacific 
Canada -a 
Mexico 
Europe 
No Information 
Total 
MODE OF TRANSPORTATION -c 
Automobile 
Train 
Airline 
Ship 
Bus 
No Information 
Per Cent of Vacation Trips 
Consumers Aged 65 
and Over -
1 
2 
5 
1 
1 
2 
100 
73 
14 
2 
2 
7 
4 
All Families -a 
100.0 
83.0 
14.3 
4.8 
1.6 
11.4 
-a All families in the United States who had taken one or more 
trips of three or more days' duration in the period from 
April, 1954, to March, 1956 .. 
-b Two or more trips. 
-c Several respondents mentioned more than one mode and therefore, 
the percentages exceed 100. 
Source: Over 65: Survey of Purchasing Habits of Senior Citizens, 
Boston, Mass., 1956. 
APPENDIX I 
PACKAGED ~ FEATURES PREFERRED BY CONSUMERS AGED 65 AND OVER 
BOSTON, MASS. , 1956 
Feature 
DURATION 
Less than one week 
One week, but less than two 
weeks 
Two, but J.ess than four weeks 
Four weeks or more 
Eight weeks or more 
Undecided 
SEASON -a 
Winter 
Spring 
Summer 
Fall 
Total 
Total 
DESTINATION 
Nevr England 
Middle Atlantic 
East North Central 
Florida 
East South Central 
Mountain 
Pacific 
California 
Mexico 
South America 
Europe 
Far East 
Consume:rs ·Aged 65 and Over 
rntereste"Cl" in Tours--
Number 
Per Cent 
of Total 
2 
43 
48 
7 
l2 
5 
117 
9 
20 
73 
33 
XXX 
2 
7 
7 
18 
2 
15 
9 
18 
7 
5 
7 
2 
I 
2 
36 
40 
6 
10 
4 
100 
8 
17 
62 
28 
XXX 
2· 
6 
6 
15 
2 
13 
8 
15 
6 
4 
6 
2 
32'8 
APPENDIX I (cont.) 
Feature 
DESTINATION - cont. 
Hawaii 
Other 
No preference 
Total 
MODE OF TRANSPORTATION 
Automobile 
Train 
Airplane 
Ship 
Bus 
COST 
Total 
Less than $100.00 
$100.00 to.$199.00 
$200.00 to $299.00 
W300.00 to $499.00 
$500.00 to $699.00 
$700.00 to $999.00 
$1,000. or more 
Undecided 
No information 
Total 
Consumers Aged 65 and OVer 
IntereSted in TOUr-s-
Per' Cent 
NUI!iber of TOtai 
2 
5 
12 
117 
25 
44 
20 
9 
19 
117 
30 
18 
13 
15 
7 
7 
25 
23 
128 
2 
4 
10 
100 
21 
38 
17 
8 
16 
100 
26 
i5 
11 
13 
6 
6 
21 
2 
100 
-a Several respondents mentioned more than one season. 
Source: Sfrrvey of Purchasing Habits of Senior Citizens Boston, 
Mass., 1956. 
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KNOWLEDGE OF LEGISLATIVE CHANGES WHICH WILL EFFECT INCOMES OF OVER-65 
PERSO~BY CONSUMERS AGED 65 .AND OVER, BOS.TON, MASS., l95Q ---
Response and Legislative 
Revision 
Aware of at least one change in 
legislation 
Unaware of any change 
No information 
Total 
Legislative Revision 
Increase in Social Security 
Benefits 
Provision for increased exemptions 
for persons over 65 in Federal 
Internal Revenue Code 
Provision for partial exemption 
for dividends in Federal Internal 
Revenue Code 
Increase in medical exemption for 
persons over 65 in Federal 
Internal Revenue Code 
Other 
Broadening of dependency allowances 
in Federal Internal Revenue Code 
-a 557 Respondents. 
-b Less than one-half of one per cent. 
Per Cent of Consumers -a 
Aged 65 and ~ ' 
82 
l7 
2 
lOO 
l2 
l 
l 
--b 
4 
0 
Source: Survey of Purchasing Habits of Senior Citizens, Boston, 
Mass., 1956. 
APPENDIX K 
QUESTIONNAIRE USED IN THE MANUFACTURERS I SURVEY 
SURVEY OF MANUFACTURERS 
Part I 
1. Does your company sell any products which are purchased for 
consumers 65 years of age or over? 
Yes No Don't Know 
---- ---- ----
(If "Non, skip to part V ) 
(If nyes", continue to part II, Product and Adventis:±ng). 
Part II 
PRODUCT AND ADVERTISING 
2. Please answer the following questions if your company sells 
any product which is purchased primarily by consumers of 
various age groups rather than by only those 65 years of age 
and over-:-
(If the aged are the major market for all of your company's 
· products, please skip to Question 3). 
2a. .Are there any products in your line which are purchased by 
consumers 65 years of age and over and for which these people are 
not the major market? 
____ Yes No ___ ....; Don't Know. 
----
33l. 
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2b. Which of these products are purchased by these older consumers? 
(Please List) 
2c. What specific features of these products make them attractive 
to these older consumers? 
2d. During the past twelve months, in the advertisements for your 
company's products,which are purchased by various age groups, 
were any illustrations or references to older ~ersons included, 
with the specific purpose of appealing to this older market? 
-----~Illustrations of older persons were included. 
References to older persons were made. 
----N.ei ther vrere included in our advertisements with the 
objective of appealing to older consumers. 
Don't know. 
-----
2e. In which magazines did your company advertise in order to reach 
these older consumers? (Please List). 
2f. Which of the following appeals did your company use in these 
advertisements directed at these older consumers~ (Please check). 
Desire for comfort. 
------~Self-love. 
Desire for recreation 
----~ 
___ ___;Economy 
Convenience 
---~Fear 
----~Gain or profit 
Emulation 
----~fection and love 
-----: Desire for sameness 
----
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2f.-cont. 
Desire to be different 
----: :Oependabili ty 
----Pride of ownership and ambition 
----Other (Please specify) ' 
----------------------------~--
3· Please answer the following questions if your company sells any 
product which is purchased primarily for consumers 65 years of 
age and over. (If not, please skip to Part III, Future Plans). 
3a. Does your company sell any product at the present time that is 
purchased primarily for consumers 65 years of age and over? 
Yes 
----
No ___ ....;; Don't Knovr. ___ ....;; 
3aa. If "'fesu, what type of product is it'? (For example, drug, 
cosmetic, hobby equipment, etc.) 
3b • What specific features of this product make it particularly 
attractive to these older consumers? 
3c. In which magazines has your company had advertisements for these 
products in order to reach these older consumers? 
(Please List) • 
Part III 
FUTURE PLANS 
4. Please answer the following questions if your company plans to 
introduce any new product in the next twelve months primarily 
for these older consumers. 
4a. Does your company plan to introduce any new product in the next 
twelve months which will appeal primarily to these older consumers? 
Yes 
---~Undecided 
___ ...;;No Don't Know 
----
APPENDIX~ (cont.) 
4aa. If 11yes11 what specific features will make it particularly attrac-
tive to.these older consumers~ 
5· 
5a. 
Part rl 
GENERAL INFORMATION 
Please answer the following questions if your company sells 
any products which are purchased by consumers 65 years of age 
and oyer. 
To which of the following age groups does your company promote 
its products? 
Under 20 years of age. 
----20 to 39 years of age. 
-----,40 to 64 years of age. 
________ 65 yeardof age and over. 
All agelgroups 
----: Don't know. 
----
5b. Which of the following statements best describes your opJ.m.on of 
these older consumers as a market for your company's products? 
(Check One) . 
The importance of these older consumers as a market for 
----our product is about the same as in the last ten years. 
The market consisting of these older consumers is declin-
----ing in importance, relatively. 
The older consumers are becoming relatively more important 
----as a market for our products. 
----'No opinion. 
5c. Has your company undertaken any research on the market consisting 
of these older consumers? 
Yes No Don't Know 
---- ---- ----
. 
5d. Does your company plan to undertake any research on the market 
consisting of these older consumers in the next twelve months? 
Yes 
-----
No __ ....: Don't know 
----
Undecided. 
---
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5e. Have any specific steps been taken to make your company's pro-
ducts more attractive to these older consumers~ 
Yes 
----
No 
----
Don't Know. ___ ....: 
5ee. If "Yes", what steps were taken~ 
5f. Approximately what per cent of the total consumer goods sales of 
your company are made to consumers 65 years of age and over?· 
(check one) • 
___ Less than 5% 
5% to gfo 
----'lCP/o to 24% 
___ 25% to 4gfo 
----:5CP/o or more 
___ ....:Don't know 
6. Please answer the following questions if your company does not sell 
any products for consumers 65 years of age and over. 
6a. Why does your company believe that consumers 65 years of age and 
over are not a profitable market for its products? 
These consumers do not spend as large a share of their 
----income as do other age groups. 
______ The numoer of persons 65 years of age and over is low as 
compared to the number in the various other age groups. 
_______ The needs of these consumers are limited as compared to 
those of other age groups. 
____ The income of these consumers are low compared to those 
of other age groups. 
____ Other reasons (Please specify) ___________ _ 
Part VI 
COMMENTS 
7· Are there any additional comments you desire to make concerning 
this study? ------------------------------------------
APPENDIX K {cont.) 
Part VII 
CLASSIFICATION DATA 
1. Major type of product manufactured by your company. 
(For example, drug, frozen foods, hobby equipment, etc.). 
2. Do you wish to receive any of the infor.mation obtained in the 
consumer survey which is applicable to your line of products? 
If so, please indicate the name and address of persons to rec-
eive it. 
Name Address 
----------------------------- ------------------
J (. 
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APPENDIX K (concluded) 
LETTER OF TRANSMITTAL 
Dear Sir: 
At the present time, I am conducting research on the 
purchasing habits and changing needs of consumers over the age of 
sixty-five. This study is being unqertaken in order to meet the 
requirements for the degree of Masters of Business Administration 
at the Boston University, Boston, Mass. 
In brief, the analysis will consist primarily of two· 
parts: a study of changing consumers needs, and the efforts of 
manufacturers to fulfill them. A number of companies which are 
considered to be progressive and alert to changes in consumer 
demands are being solicited to answer the enclosed questionnaire. 
Your organization has been selected as one of this group. 
The information supplied in this phase of the study will 
be held in strictest confidence, and will not be identified with 
your organization without your expressed per-mission. 
In appreciation for your cooperation, I will furnish you 
with the data that are obtained from consumers pertaining to your 
line of products if you wish to receive it. 
Your cooperation will be greatly appreciated, and your 
assistance, in this survey will be a definite contribution to this 
study of the needs of the aged. 
Yours truly, 
Karl H. Meier 
M/m 
APPENDIX L 
QUESTIONNAIRE USED IN TBE SURVEY OF RETAILERS 
Dear Sir: 
Atthe present time, I am conducting research on the 
purchasing habits and changing needs o! consumers who are over 
the age o! sixty. This study is being undertaken in order to 
meet the requirements tor the degree o! Master o! Business Admin-
istration at the Boston University, Boston, Mass. 
In brie!, the analysis will consist primarily o! three 
parts: a study o! the changing needs of these consumers, the e!-
!orts of manufacturers to fulfill them, and the merchandising ac-
tivities of retailers who are considered to be progressive and 
alert to changes in consumer demands are being solicited concerning 
their activities relevant to the above. Your organization has been 
selected as one ot this group. 
Although any infor.mation which you can offer will be very 
much appreciated, the follow·ing may be beneficial in describing 
the type desired. 
cont. 
1. Have you developed any particular departments which 
specialize in merchandise purchased by these older 
consumers? 
2. Are there any products which they tend to purchase, 
and which are not purchased to the same extent by other 
consumers? 
3. Have you !ound that they prefer any specific services? 
4. Have your salespeople noted any particular buying habits 
or idiosyncrasies -vrhich may be considered as being char-
acteristic o! these consumers? 
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The information supplied in this phase of the study, will 
be held in the strictest confidence, and will not be identified with 
your organization unless you state that it may be done in your reply 
to this request. 
In appreciation for your cooperation, I will furnish you 
with the data that are obtained from the consumers which pertain to 
your line of activity if you vrish to receive it. 
Your cooperation will be greatly appreciated, and your 
assistanc~ in this survey will be a definite contribution to this 
study of the needs of the aged. 
Yours truly, 
. Karl H. Meier 
M/m 
' 
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APPENDIX M 
PREFERENCES OF CONSUMERS AGED 65 AND OVER FOR DIFFERENT TYPES OF RADIO 
.AND TELEVISION PRoGRAMs-;-BY SEX, BOSToN, MASS., 1956 - . 
Per Cent of Consumers .Aged 65 and Over -a 
~ of Program and Medium Male Female Total 
RADIO 
News 74 65 69 
Popular music 40 36 38 
Sports 55 15 35 
Comedy 42 25 33 
Variety shows 36 31 33 
Classical music 27 28 27 
Mystery 32 19 26 
Drama 31 9 20 
Other 8 8 8. 
Don't listed 6 8 7 
No information 2 l 
TELEVISION 
News 65 51 58 
Variety shows 59 55 57 
Comedy 51 44 48 
Sports 67 22 44 
Drama 37 41 39 
Popular music 37 38 38 
Mystery 37 30 33 
Classical music 20 34 27 
Other 6 6 6 
Don't watch TV 13 16 15 
No information 6 l 3 
-a 267 Males and 290 females. 
Source: Survey of Purchasing Habits of Senior Citizens, Boston, 
Mass., 1956. 
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